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MANDARIN 
4 Rep 
—with a record 
of sales as & 
KING’s 
GLOWING oa 
as the RANGES themselves! _ . 
HAT a stir they have created—these gay, new JADE 
Estates in Mandarin Red, in Jade Green and GREEN 
in King’s Blue trim. Announced to the public by 
a three-page advertisement in THE SATURDAY 
EVENING POST plus the local displays and adver- 
tisements of leading dealers everywhere, these 
modernistic ranges have given a tremendous stim- 
ulus to the gas range business. 
—— The simple, graceful design of Estate Gas Lae 
Seven years of success! Ranges lends itself perfectly to the application of i j 
Estate Heatrola color. And the color has been applied with the Coase / 
on the cond ad wood touch of a master—just the right colors, and just 
: the right amount. Setane Gee 
ogg or gy a. The biggest reason why you should be selling %2"%? °°"? 
Riess thaieeiat” Tusanende of these new ranges is that they are genuine Estates, Sao 


successful dealers, in every State with the Fresh-Air Oven and a dozen other exclu- 


in the Union. A product that sive Estate features. 
will bring prestige and profit to 


your store. The 1928 Heatrola 

sales program includes _large- 

space advertising in the leading AN E 
magazines and unique merchan- 

dising ge that will give the ,,, with the “‘double boiler’’ oven that bakes with fresh air 
Heatrola dealer outstanding 

leadership in his community. Made by THE ESTATE STOVE CO., Hamilton, Ohio 


ee House Founded in 1845 
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When a reamer is built to perform, and does it, it will sell, too. 


i\ | 





When it is built merely to sell, # won’t even do that very long. 


The Reamrite Reamer, newest major addition to the GT D family 
of tools, is a big ace. It is built to perform—like other GT D tools, 
and it does. 

Why? Because— 


Ist. It is adjustable. 








2nd. Its blades have eccentric relief, giving long life and freedom 
from chatter. 





3rd. The body is unusually solid—it will not twist or spring as the 
binding nuts are tightened. 


4th. Float rings equalize pressure of the binding nuts and give equal 
tension on all the blades. 


5th. It can be resharpened by anyone in any cylindrical grinder. 


Performance is built into Reamrite Reamers, that is why they sell. 
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The answer to 
real shovel 
economy 








SHOVELS SPADES-SCOOPS 
At good supply houses everywhere 


AMES SHOVEL AND TOOL CO. - - Ames Bidg., Boston 
Owners of Oliver Ames & Sons Corp., North Easton, Mass. Est. 1774 
Makers of Old Glory, Liberty and Victory Brands. 





1921 
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The only wrench that stood this test 


This drawing is an honest repro- 
duction of a photograph of a 
wrench test made at the first pub- 
lic exhibition of the new Walworth 
Master Stillson. 


A 225-pound man on the end of 
a 6-foot lever failed to bend, break 
or damage this new 14-inch 
wrench in any way. We tried this 
test with all comers during a whole 





WALWORTH 


week. Some of them weighed 300 
pounds. But nothing-happened. 


Every competitive wrench that 
was tested either bent or broke. 


The new Walworth Stillson is 
now available in 6- 8- 10- 14- 18- 
24- 36- and 48-inch sizes. There is 
nothing else like it on the market, 
and that’s the truth! 





Walworth Company, General Sales Offices: 51 East 42nd St.. New York 
Plants at Boston, Mass.; Kewanee, Ill.; Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Company, Limited, 10 Cathcart St., Montreal, P. Q. 
Walworth International Co., 11 Broadway, New York, Foreign Representative 


Ee ae eee 
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THESE BOOKLETS DO SELL SAWS: 
GET THEM FROM DISSTON—FREE 








Front cover Imprinted with 
in colors your name 
“It’s a winner” . . “Not only 


sells more hand saws but also more 
back saws, compass saws, etc.” . . 
“Practical, helpful, effective.” 


These are some of the things alert 
retailers say about the new 
DISSTON SAW FOLDER, which 
makes saw sales grow fast. 


You can get as many of these 
fine folders as you will actually use. 
Your name and address will be 
printed on them, telling folks to 
make your store their saw and tool 
headquarters. 


Sixteen pages of helpful facts— 
what type of saw to buy for each 
job, how to keep a saw in condi- 
tion, useful data, etc.—just what you 
would tell a customer if you had 
the time. 


You can use these booklets, 


profitably: 
As envelope enclosures with your 
monthly bills. 
As enclosures with form letters 
about saws and tools. 
As enclosures with packages, and 
for distribution over counter. 


As a means of answering ques- 
tions asked by your customers and 
others. 


Mail This Coupon 





Henry Disston & Sons, Inc., 
: Dept. 1, Philadelphia 


Send free.......... “Good Work” 
(how many) 
- Booklets. I will distribute them 


: .... by mail or....over the counter. 
i (Check which) 


Name 


Street & No. 














Read How the Right Saw Makes the Job Easy 
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Made by HENRY DISSTON & SONS, Inc., Philadelphia, U. 8. A. 





One of the inside charts in the new 
Disston Saw Booklet 


PERHAPS YOU CAN 
JOIN THIS CLUB 


The Disston 25-Year-Club is open 
to all hardware men who have been 
selling Disston Saws for 25 years 
or longer. If you are eligible, write 
for membership blank. 





We welcome as a member Aloys 

~%s] Bilz, who has 
been in the hard- 
ware business at 
Spring Lake, 
Mich. for 74 
years and in 
business for him- 
self, in the same 
block, for 62 
years. Mr. Bilz 
has sold Disston 
Saws constantly 
for more than 50 
years. 














LET THIS DISPLAY 
SELL SAW FILES 


Here they are: Disston Files of 
new design with an all-metal dis- 
play case to sell them for you! 


You buy only six dozen files in 
the fastest selling sizes, and get the 
display case free of charge. 


The case, on your counter, takes 
up a space only 5x11%” and makes 
that space pay big dividends in extra 
sales — to carpenters, mechanics, 
householders. 


The files are the remarkable new 
Disston Special Extra-Slim Blunt 
Saw Files, which give the user these 
real advantages: 


1—Special cut. Improves the “bite”; 
yet cuts smoothly and lasts for a 
long time. 


2—Extra-slim, so user can see just 
where and how file is cutting. 


3—No taper, giving a level, uniform 
stroke. Easier to use. 
4—Made of Disston steel — hard, 


tough and strong. Will outlast 
two ordinary files. 


You can get these new Disston 
Files, with the metal display case, 
from your regular jobber. Just or- 
der the “Disston File Display Unit 
—6 dozen files with free Display 
Fixture.” : 





Back of 
File Display Case, 
showing how stock is carried. 





Published by HENRY DISSTON & SONS, INC., Makers of ‘The Saw Most Carpenters Use,” PHILADELPHIA, U. S. A. 
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Sprays Weighs five pounds complete 
Any Liqui d Made of polished Aluminum 
: Universal Type Motor 
toa Fine f A.C. or D.C. current 110 volt (standard) 
Even Mist (Special for 220-32-250) if ordered 
Plugs into light socket 
Lacquer Screened Motor 
Enamel No complicated mechanical adjust- 
Aluminum ments 
Paint Easy to clean 
Varnish Easy to operate 
Shellac Simple in construction 





Stain ‘ Moving parts enclosed 
Wall Finish Material container—one quart size 
Insecticide Air pressure—17 to 20 pounds 


THE ATOMISTER 








EASY TO CLEAN—EASY TO OPERATE 
FOR GENERAL USE IN 


The Home 
Theatres 

Office Buildings 
Mills and Factories 
Machine Shops 
Department Stores 
Green Houses 
Sign Shops 

Boat Yards 
Plumbing Shops 
Aeroplane Mfrs. 





Garages 

Furniture Stores 
Dry Cleaning 
Cabinet Shops 
Products Finishing 
Poultry Farms 
Dairies 

Bakeries 

Truck Fleets 

Taxi Companies 
Gas Service Stations 


THE ATOMISTER is not a toy; nor is it an untried experimental device. Fully five years have been 
spent in the development and perfection of THE ATOMISTER and it is now offered to you as a prac- 
tical, dependable spraying machine. It will do everything we claim—That is our guarantee and it means 


your satisfaction. 


It is a sturdy, well made, properly balanced Machine—A Time and Labor Saving device that is worth 


many times its cost of 


$37.50 


Write for further information on Dealer and Jobber Proposition 


ATOMISTER 
RAHWAY = = = 


T Hee 





CORPORATION 
NEW JERSEY 
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PLUMB Tools— 


in Compact Units 


with free Display Helps 


Save Time . . . Speed Sales! 


To Help You Sell 


You can now secure the three 
leaders of the Plumb Advertised 
Line packed in Units of four. 
With each Unit you receive 
FREE an attractive counter dis- 
play, which speeds your sales, 
and builds up your tool profits. 


ASY to order, easier to handle in 
your stock—and much easier to move 
over your counter. 


Just order one or all the Units listed 
below. Display one of the tools in the 
counter display which is given free with 
each Unit, and these finer tools will move 
faster than ever. 

Plumb Sales Unit “A”: Contains 4 Plumb 
Nail Hammers, 1-lb, HF 81; 1 counter 
demonstrator and 1 metal shelf sign. 
Plumb Sales Unit “B”: Contains 4 Plumb 
Half Hatchets No. 2962 in their new lus- 
trous Gold Stamped Black Head with 
Gold Decorated Red Handle, and 1 hand- 
some counter display. 

Plumb Sales Unit “C”: Contains 4 Plumb 
Official Scout Axes with leather sheaths, 
and 1 colorful counter stand. Axes are 
decorated in Gold on Red Handle and 
Black Head. 


Remember! You pay only for the tools. 
The convenience of Unit packing, and the 
display material are given free to stimulate 
your sales. Order from your jobber. 


FAYETTE R. PLUMB, Inc. 
Philadelphia, U. S. A. 












DOUBLE LIFE 


Hammers Hatchets 
Files Sledges Axes 












iniacied c 
to work like part of your arm 
(CLAW Witt PULL A HEADLESS WAN 
Try the Bite 


Now the most efficient hammer has been 
made the finest looking hammer. Ivory 
black head and red handleare stamped in gold. 


This Metal Shelf Sign 
for interior display. 


The novel counter display, which holds 
one of these finer Plumb Hammers. 


Sales Unit “C” 


Convenient to order; con- 
venient to handle. Four fine 
Plumb Official Scout Axes in a 
Unit package with the counter 
display shown at the right, 
which holds one Scout Axe in 
an eye-catching action pose. 





A SHARP EDGE 
A TIGHT HEAD 





: CAMPERS 
e \. HUNTERS 
>. TOURISTS 
St. SCOUTS 


OFFICIAL 
SCOUT AXE 


“ PLUMI 


Sales Unit “B” 


Four Plumb Half Hatchets No. 
2962; finer in finish, more eff- 
cient in performance than ever 
before. All in a compact Unit 
package with a free counter dis- 
play which holds one tool in the 
action position shown. Display 
the Plumb and get this trade. 
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Good Electric Drills 


and 10 major Lines of Tools 


8 











> 


And now with the addition of two new drills, 34’ and 5”, plus the new Motor 
Service Kit, MILLERS FALLS is even better equipped to seek your consideration. 





Again, money making new items for Millers. Falls dealers -- more to follow! Good 
electric drills in all sizes from 14”’ to 34” -- here’s a line that deserves concentration! 


Users everywhere are beginning to demand MILLERS FALLS drills because they 
are unequalled in power; unsurpassed in long life. 


Ten major lines of tools -- hack saw blades to electric drills -- each the best we 
know how to make. You will find the MILLERS FALLS dealership a valuable 
one. Concentrate with confidence. We make the tools you want to sell. 





MILLERS FALLS 
TOOLS 





Amazing New Labor Saver 
on Motor Maintenance 


Garages and service stations NEED this kit 
to cut time and improve service. 


Now simplified valve grinding -- easier and 
more accurate seating -- faster carbon re- 
moval. In every way less time than ever 
before for better work and satisfied car 
owners. 


An exclusive feature that wins mechanics 
on sight is the universal centering attach- 
ment, which is quickly bolted to cylinder 
block. Arm reaches six valve seats with 
one setting. Alignment automatically and 
perfectly made ‘by guide pilots. Positive 
lubrication by self contained reservoir. 


This is the kit you have been looking for-- 
priced to be truly profitable. Send for 
complete specifications today. 


The Best Dealers Sell 
MILLERS FALLS Tools. 
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RAHEN people come into a hardware store 
| } and see what they want, they usually 
q by it. 





That’s a great time saver for every- 
piesa time means money to customers and 
clerks together. Many a time you’ve seen a cus- 
tomer come into a store and look around in a 
bewildered sort of way. A clerk comes forward, 
there’s a little conversation and the pair walk back 
to another part of the store to 
see what the customer has in 
mind. Or maybe the clerk goes 
back alone and after a while 
comes up front carrying several 
items of the kind he thinks the 
customer wants. Maybe there’s 
a sale—maybe there isn’t. Any 
way you look at it, it’s taken 
valuable time. 


Ever notice in some stores 
how signs tell where each de- 
partment is located? And how 
in each department the mer- 
chandise is right there to be 
looked at? That’s time saving 
—good merchandising, if only 
because fewer clerks are needed. 
Many a good hardware store 
does this—has signs for the 
tools, builders’ hardware, etc. 
—and finds it pays. Many a 
good hardware store displays in each department 
what that department contains. Maybe they’re 
only samples, but they’re there to be seen. No one 
has to go running around to get together a number 
of things for the customer to choose from—he can 
see them, even under glass, can walk right up and 
say “How much is this?” And at the same time 
maybe he’ll see something he’d forgotten he wanted, 
and buy it, too. 


If you’ve read this far, you’re probably saying 
to yourself “There’s nothing new about that”— 
and you'll be right. Still, there’s nothing new about 
“Merry Christmas,” either. It’s old—but it’s good. 
You’ve probably got your store departmentalized. 
But lots of hardware merchants haven’t, and what 
we are talking about doesn’t mean a lot of expense 


Good Buildings Deserve Good Hardware 





Unseen Unsold 


for new equipment, either. Better have a simple 
show card, ‘Builders’ Hardware,” over the place 
where all the builders’ hardware stock has been 
arranged than nothing at all. Sure, we’d like to see 
it read “Builders’ Hardware—Good Hardware- 
Corbin”—not just to see the name Corbin dis- 
played (we’re telling over 5,000,000 people a month 
that Good Hardware means Corbin), but because 
we know a “point of sale” reminder ties in with 
advertising and helps make it 
effective for the merchant. It 
will help sell Corbin goods, it’s 
true, but the important thing 
is that it will help sell the hard- 
ware merchant's Corbin goods. 


This picture we show here is 
the way we display Good Hard- 
ware—Corbin — to prospective 
buyers of builders’ hardware 
who read the magazines. We 
do it in our advertising by 
styles—styles that go with cer- 
tain kinds of architecture. This 
time it’s hardware to go with 
what is called Georgian archi- 
tecture because it was used a 
lot when George the First, 
George the Second, and George 
the Third were kings of Eng- 
land. English colonists brought 
this style of architecture to 
America, so sometimes it’s known as Colonial or 
Georgian Colonial. We show small items that 
properly go with the larger items in this particular 
design—and we show a different style each month. 
We tell the public that they can get Good Hardware 
—Corbin—in every item—small or large—needed 
to equip a building, no matter what the architecture. 

Do you tell them they cari get Good Hardware- 
Corbin—at your store? And when they come in, 
do you lead them right up to your display with 
a prominent sign, even if it’s merely “Builders’ 
Hardware’”’? 

If you just stock some Corbin hardware neither 
of us gets much out of it; if you se// Good Hard- 
ware—Corbin—your customers gain, you gajn, and 
we gain. 


P FE RBIN since NEW BRITAIN 
o rs 1849 CONNECTICUT 


The American Hardware Corporation, Successor 


New York 


Chicago 


Philadelphia 
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“The World’s Greatest 
Circulating Heater’’ 


From every standpoint, Copper-Clad’s Twin Flue 
Super Heater deserves this recognition. It istruly a super 
product, in which has been embodied that unbeatable 
combination— Beauty and Quality. One look at Copper 
Clad’s Twin Flue Super Heater will satisfy your cus- 
tomers that it isthe most beautiful of all circulating heat- 
ers. A single demonstration will convince them that it 
is scientifically built, from top to bottom. ; 


Because of the many distinctive and exclusive features 
which place Copper-Clad’s Twin Flue Super Heater in a 
class by itself, Copper-Clad dealers are able to remain far 
in the lead of all competition in the circulating heater field. 


If you are not already familiar with the Copper-Clad 
proposition, clip and mail the coupon today. The exclu- 
sive agency for your territory may still be open. 


Copper-Clad Malleable Range Co. 
St. Louis, Mo. - - > U. &. A. 











The above picture illustrates the perfect operation of 
Copper-Clad’s Twin Flue Feature. The Twin Flue isa 
Copper-Clad invention. It is the most important innova- 
tion in the history of circulating heater development. 


Send In This Coupon To-Day 


COPPER-CLAD MALLEABLE RANGE CO. 
Saint Louis, U.S A. 


Please send catalog and price list, also information con- 
cerning exclusive agency. 


Nese ae See 























HARDWARE AGE for May 10, 1928 









































What Flas Hlappened Jere ? 
The dealer has just sold a new Perfection range. 


This one sale has made him a profit equal to that on six ordinary oil stove sales 


If he will take the time he has saved... 


And reinvest it in pushing another range... 


He will again multiply his profits. 
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the profits! 
easy to sell! 


Dealers finding real gold mine 


in new range 


Tuere has never been a time in your business 
experience when a little merchandising effort 
on a new stove would bring you such returns! 
Sell one of the new Perfection ranges and you 
get as much profit as six ordinary oil stoves 
give you. Figure it out for yourself. You have 
a certain number of oil stove prospects. If you 
sell them ranges, you make as big a profit as 
you would in selling six times as many ordi- 


nary stoves... 


It is backed by a 40-year reputation for good 
service—which gives them confidence to buy. 


Already A Success 
The range began to sell as soon as it was put 
on the market last fall. It sold all during the 
winter, even in the coldest parts of the country. 


It is now breaking all our records for range 
sales... attracting buyers who have never 
before been interested in 





duction in time and sales costs. J 


Easier To Sell 

The surprising thing is that you 
will often find the new range 
easier to sell than the lower- 
priced stove your prospect in- 
tended buying. Because it is en- 
tirely new and different—which 
makes women want it. pat 


With @ great Fe- seeeeememmmmts 
oil stoves .. 





PUwT IT UP FRONT .. IT PAYS 


A gentleman from Baltimore, 
Md., motoring through Rich- 
mond, Va., saw the No. 339 range 
inashowwindow of theColumbia 
Furniture Company, Inc., went 
in, bought it, and had it shipped 
tohis countryestatein — 


. and bringing to 
many dealers the biggest oil 
stove profits they have ever 
made. From the experiences of 
these dealers we say tq you: 
“Push this range. It will sell. It 
will enlarge your market. And it 
will pay you multiplied profits.” 


PERFECTION STOVE COMPANY 
Cleveland - Ohio 


Put your range up front! 








- PERFECTION 


and Puritan Oil Stoves 
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The Fire Place 


RADIONA 
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net heater field next fall will be 
the Fireplace Radiona. Unmatched in 
appearance and features—incomparable 
in heating ability—it assures the mer- 
chant of a steady stream of highly profit- 
able heater business in any community. 


pe center of attraction in the cabi- 


Meeting competition is only half of the 
story, when you have the Rock Island 
Franchise; the other half—beating it—is 
far more important. For this means the 
bulk of heater sales will find their way 
to your store. 


Write or wire today for details of our 
interesting plan on the Fireplace Radi- 
ona. It has a record of proven success 
behind it. 


Rock Island Stove Co., Rock Island, Iil. 








Nittie sn watts 
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“It PAYS, folks—and 


I don’t mean maybe! 


6 AKE no mistake about it,” says 

the Old Gardener. “You surely 
ought to have one of these LIFE-SIZE 
mounted cutouts of me displayed in your 
store NOW. And here’s why: 


“PENNSYLVANIA National Adver- 
tising in all the leading magazines is fea- 
turing my name and my picture—and 
telling folks who need new mowers to 
look for the store displaying the big cut- 
out of me behind a genuine PENNSYL- 
VANIA machine. But that’s not all. 


“Right now, hundreds of these folks are 
writing in to headquarters for further in- 
formation. And, for every one that 
writes, headquarters sends the name and 
address of a red-hot prospect to the near- 
est dealer who has ordered that mounted 
cut-out of ‘Yours Truly’.” 


Send us your request for the life-size cut- 
out of the Old Gardener today. And 
please don’t forget to mention your job- 
ber’s name and the names of the PENN- 
SYLVANIA brands you carry. 


PENNSYLVANIA LAWN MOWER WORKS 


1615-35 North 23rd Street 





y99 




















Philadelphia, Pa. 
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Small Investment— 
Quick Turnover — 


THAT is the secret of a profitable business. 


The Dill Valve Inside—and other Dill products— nationally 
advertised, are ready sellers. 


The demand is here—and is growing. 


Dill Valve Insides, scientifically designed, carefully built, 
finely finished and accurately assembled have 






















lI 


. 
em 
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Five Dill Valve 
Insides come packed 
in a handy little 
box, retailing at 25¢. 
in Canada 35¢. 


These are the three at- 
tractive metal Display 
Stands forDill products. 
It will pay you to put 
them on your counter 








proved so reliable that today every big tire 
manrifacturer is using them. 


The public is insisting on them 
over the retail counter—making 
an easy profit for the dealer. 


Dill Valve Insides, Dill Valve 
Caps and Dill Instant-On Valve 
and Dust Caps all come attractively 
mounted on metal display boards, 
ready to put on your counter. 


Ask your jobber or your Tire 
Company Branch for them now, 
and put them to work. The initial 
investment is small. The turn- 
over is rapid. The profit is certain. 


THE DILL MFG. COMPANY 


Cleveland, Ohio 


Manufactured in Canada by The Dill Manufacturing 
Co. of Canada, Ltd., Toronto, Ont. 
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Decide now 
to feature this big winter 


profit-maker next season 


BE SURE you are ready for a brisk 
business in Eveready Prestone when 
cold weather sets in again. Motorists 
everywhere know what an improve- 
ment in winter protection Eveready 
Prestone is, and there will be a demand 
next winter even greater than that . 
which followed the announcement of : 
“the perfect anti-freeze” last year. 3 

Every motorist wants the security 
and safety that Eveready Prestone 
brings to winter driving. It provides 
all-winter security with one filling. It 
has none of the disadvantages of the ordinary 
anti-freezes. Eveready Prestone contains no 
alcohol or glycerine. It is an entirely new prod- 
uct that the motoring public has long wanted. 

Go over the cooling system of every custom- 
er’s car before you put Eveready Prestone in 
the radiator. Tighten all water connections to 
safeguard against leakage. This is a precaution 
that is as necessary as other winter service and 
offers an opportunity for additional business 
for you. It is a precaution that should be taken 
with every car before freezing weather begins. 

Plan now to carry a stock of Eveready Pres- 
tone, the perfect anti-freeze. Get your order in 
now and be ready when consumer advertising 
starts the demand next fall. 

Manufactured for 

NATIONAL CARBON COMPANY, Inc. 


New York San Francisco 


Atlanta Chicago Kansas City 


By CARBIDE AND CARBON CHEMICALS CORPORATION 
Units of Union Carbide and Carbon Corporation 





The perfect anti-freeze 


EVEREADY 
PRESTONE 


(ETHYLENE GLYCOL) 


For the preparation of anti-freeze solu- 
tions as covered by U. S. Patent 1213368 








Aveo OAT 
ap ATi, 
ii I \ 1S Ke on J 
The Perfect Anti-Freeze 


Does Not Boil Off 
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You CAN Make Bigger Profits with - 




















For your customers who 
want better than the average 
at a competitive price. Ideal 
for the special sale. 











The millions of WITT CANS sold 
have opened an ever widening mar- 
ket for WITT Dealers every- 
where. Quick turnover, more lib- 
eral margin of profit and the last- 
ing impression of a good name 
make the WITT line a profitable 
one for you. Sold by leading Job- 
bers. Write for details. 


The 
Reese includes Ash, 


Hoisting, Roller 
and Oily Waste 
Cans and Gar- 
bage Pails in a 
wide ramge of 
sizes—to meet 
every require- 
‘ment. Z 
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THE WITT CORNICE COMPANY 


Can Specialists Since 1899 
2114 Winchell Ave. Cincinnati, Ohio 
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“THESE Snips are designed so as 
to easily cut circles, scrolls, ovals, 
curves and other irregular shapes as 
well as straight lines. 


The jaws or blades are beveled 
with straight cutting edges which 
allow the material cut to pass freely. 


They are forged steel with laid 
blade of tool steel—hardened, tem- 
pered and ground—and have a per- 
fect cutting edge to stand continual 
use. 


These Snips are well balanced; 
the bows are well shaped, giving a 
good grip. They have the proper 
leverage and are easy operating. 


Numbers 17 18 19 2 
Length of cut, ins. 4 3144 3 21% 
Length overall, “ 1414 1314 1214 114 
Weight, lbs., each 3 24%, 2 114 


Finish—Polished blades, Japanned handles. 


THE PECK, STOW & WILCOX CO. 


Southington, Conn., U. S. A. 
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HE inevitable result of the 
proper direction of vast 


resources, is leadership. 


In a word, this is the 

explanation of the out- 

standing positions of the twenty-one 

publications under the banner of the 
United Publishers Corporation. 


Owning its own buildings, its own 
paper mill, its own printing plants and 
presses — manufacturing its own prod- 
ucts, with the exception of the ink used 
for printing—the United Publishers 
Corporation is in an enviable position 


to serve its many thousand clients. 


Proper co-ordination of its strength, 
provides the greatest economy for its 
advertisers, and converts their appropri- 
ations into business-producing invest- 
ments, 


UNITED PUB 













Each of Iwentyone UPC 


the Spirit of 
Co-ordination of Vast Resources makes for 
Perfection In Individual Units 


/ Its Publications Broadly 


Cover the Following 
Industries and 


Trades 


Automotive 
Automotive Industries 
Automobile Trade Journal 
Motor Age 
Motor World Wholesale 
Operation & Maintenance 
Commercial Car Journal 
Chilton Catalog & Directory 
Automotive Industrial Red Book 
Hardware 
Hardware Age 
Hardware Age Catalog 
Jewelry 
The Jewelers’ Circular 
Metal Trades 
The Iron Age 
Optical 
he Optical Journal 
Petroleum 
The Petroleum Register 
Oil Field Engineering 
Shoe 
Boot & Shoe Recorder 
Textile 
Dry Goods Economist 
Dry Goods Reporter 
The Drygoodsman 


oys 
Toy World 

Warehousing ’ 
Distribution & Warehousing 
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In addition to its physical resources, 
the United Publishers Corporation em- 
ploys experienced specialists in every 


department. 


Its executives are seasoned publishers, 
experienced in every detail of : publica- 


tion direction. 


Its editors are widely known for their 
constructive and helpful work in their 


various fields. 


Its merchandising staff is capable of 
handling wholesale and retail distribu- 
tion problems, market analyses, art work 


and copy. 


What no individual could attempt, the 
organization of the United Publishers 
Corporation is equipped to achieve, with 
the least waste motion and the greatest 


economy for all concerned. 









239 West 39th Street 


A. C. PEARSON 
Chairman of the Board of 
the U.P.C. 
President of the Textile 
Publishing Co., N. Y. C. 





President of the U.P.C. 
President of the Iron A 
Publishing Co., N. Y. C. 


“el 


FRITZ J. FRANK Cc. A. MUSSELMAN 
Vice-President of the U.P.C. 
President of the Chilton 
Class Journal Co., Phila, 


New York City 


F. C. STEVENS 
Treasurer of the U.P.C. 
President of the Federal 
Printing Co., N. Y. C, 
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Publications Reflects 
Great Organization... 
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Established in 1899. 
Published Every Week— 
on Thursday 





Aa Published by 
Chilton Class Journal Co. aa 


N. W. Cor. Chestnut and 56th Sts. 
Philadelphia, Pa. 
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LookINnG INTO 
THE Future 











The long service that poultry owners get from 
WICKWIRE BROTHERS Poultry Netting is due 
largely to the materials used in making it. 


In all of our Poultry Netting, as well as all of our 
wire products, we use Open Hearth Steel Exclu- 
sively. This steel is far more rust resisting than 
Bessemer. The good galvanizing adds to this pro- 
tection. 


WICKWIRE BROTHERS 
Hexagon Poultry Netting 


The wire used in this netting is drawn right here in 
our own mills at Cortland. All processing through 
the Steel Plant, Rod Mill and Wire Mill is, done 
under our personal supervision. For more than 50 
years WICKWIRE BROTHERS products have 
been known for their unvarying quality. 


All three styles of Poultry Netting, Hexagon, 
Graduated and “W. W.” are furnished either gal- 
vanized before or galvanized after weaving. 


Our Galvanized Poultry Staples are also a quality 
product. 


Your Jobber will supply you. 
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One Contractor bought 5000 feet | 
of TacEZy for a ap of homes/ 


AC-EZY Metal Weatherstrip is not only a big seller in little lots to 

individuals—it has some interesting wholesale possibilities, as 
well. » » » Take, for instance, the professional home-builder or devel- 
oper of suburban property. He knows, and you know, that any house 
will sell quicker if it’s ““weatherstripped.”’ Yet high-priced installations 
are out of the question for this class of work . . .. But Tac-Ezy just 
answers the question! 


First, because it’s satisfactory. It does the work. It’s made of heavy spring bronze 
with nothing flimsy or scrappy about it. Second, it makes windows slide easier, 
which means a better impression on the home-buyer. Third, his lowest-priced handy 
man or boy can put it on. Fourth, the total investment hardly amounts to anything 
as compared with the greater saleability of his houses. 


Millions of people are now learning the benefits of Tac- 

Ezy Weatherstrip for the first time. We’re spending a 

lot of money in national advertising to get the 

story to them. Once they realize that they, themselves, Pa 
can fix their own doors and windows— to stay fixed, at )-* 
trifling expense, they'll look around to see where they, a 

can get Tac-Ezy. Ps 


¢ 


You tell’em! Your store certainly ought to sell 
itsshare of Tac-Ezy. You’llbe surprised at , 7” Please send details of 
the way it goes. Our Special Introduc- 7” _ your Special Introductory 
a on 8 d a “wn ¢” Offer and Dealers’ Sales Helps 
tory Offer is ma , etos — you just | “ on Tac-Ezy Metal Weatherstrip. 
how Tac-Ezy will sell in your at: 

er TE ee EE erent 

7 








‘ ~ \ hig th thee endother Just send the Cou- at COC Core reer error eees esse ere eesseesssene 
publications, is reaching mil- lions of people..Like- ponfor Details. ,“” To GENERAL WEATHERSTRIP CO. 


wise dealers throughout the U. S. are being reached through their ¢ ‘ 
trade-pa pers and by direct mail. de 5114 Penrose Street « « » St. Louis, Mo. 


4 
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Coupon 
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asy Sales.. Extra Profits 
from these three Schrader products 
Every car owner 
is a prospect for 
Schrader : 
Valve Insides ‘ 
Schrader 
No. 880 Valve Caps 
Schrader 
Tire Gauges 
ERE are three i 
chances for easy 
salestoevery customer 4 
you have! Three : 
chances for extra 
profits .... 

No matter what a | 
driver stops for—gas, a 
oil or water— just E 

lance at his tires. 

ine times out of ten emergency use as a spare tire. 
he won’t have caps on And then the driver who stops 
all his valves. There’s for air—and borrows your gauge 

our chance to sell —is a prospect for a Schrader / 
im a box of Schrader Tire Gauge. # 
No. 880 Valve Caps! It takes only a minute to explain x 

Simply tell him that that a gauge is a real economy. 4 
these caps are guaranteed air-tight up to 250 Every car owner knows how quickly under- @ 
Ibs.—that they seal the air at mouth of valve— _ inflation ruins his tires. And you can show him 4 
protect the valve mechanism from dustanddirt. _ readily how he can save his tires by testing 

This same customer—the man who buysvalve them himself, every week. P 
caps—is a prospect for a box of Schrader Valve These three fast-selling accessories . . . : 
Insides at the same time. Schrader Valve Insides ... Schrader No. 880 : 


. Just explain that valve insides are bound to Valve Caps... Schrader Tire Gauges ... are 
wear out in time. No mechanism, however now in your stock. Sell them, and get the 
sturdy, will last forever. He will quickly see easy, extra profits that they are bringing 
that a box of them is as necessary for to so many dealers. 





A. SCHRADER’S SON, Inc., BROOKLYN 
Branches: Chicago - Toronto - London .. . Subsidiaries: Akron- Los Angeles - Paris 


Schrader 


Makers of Pneumatic Valves Since 1844 


Tire Valves - Tire Gauges 
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NAMEPLATES 


make aname for your product 
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ECAUSE they are the symbol by which your 





4 product is identified by everyone who sees 

4 it or uses it. NOVAR Transfer Nameplates stay fae 

i on your product to carry your name wher- RED 

: EDGE 

3 ever your product goes. They are the final link 

% in your advertising . . . often the salesmen that This Novar Transfer 
4 bring the repeat orders. is helping to “make a 
4 name” for Red Edge. 


NOVAR Transfer Nameplates are made in 


i li l 
full color and are easily applied to wood, glass, er a 


cn eae 


; metal or other substances. They are inexpensive, the Hardware Field: 
7 distinct and durable. Use the coupon below to Giestow Weenie 
: obtain samples that you yourself may try. Stanley Tools 


Prest-O-Lite 


& NOVAR Transfer Nameplates are manufac- 

¢ G 1 Electri 

5 tured by Palm, Fechteler & Co., the largest oo -egRS 

; Westinghouse 
decalcomanie rc saaaeesieiit organization in Winchester 
the world. Hammacher 





Schlemmer & Co. 
Timken Bearings 
Remington Arms 


Shapleigh 
N LL VAR — 


Transfer pA Foe, New Yom paren 
Nameplates | 
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The Verdict— 


of the advertising experience of 
900 Hardware Manufacturers 


More than 2/3 of All Advertisers Usirig 
National Hardware Papers, use Hardware Age 





1922 1923 192% 


1925 1926 1927 












































ACH year some 900 manufacturers adver- 

tise in the four national hardware papers. 

The bulk of these organizations are 

consistent advertisers operating in an intensely 

competitive dealer market. These advertisers 

have subjected these publications to every kind 
of scrutiny and test. 

This chart shows the manner in which these 
manufacturers selected their hardware papers 
over a period of six years. 

More than 71% of the 900 advertisers used 


Hardware Age in 1927. Only 37.7% of the 
advertisers used the next hardware paper. 

Here is a definite tested yardstick of the rela- 
tive value of national hardware papers. It is a 
gauge supported by hundreds of thousands of 
dollars of advertising expenditure. 

Hardware Manufacturers know that Hardware 
Age penetrates to the fabric of the hardware 
trade—that its paid circulation at the highest 
subscription price of any hardware paper, assures 
an active intelligent reader interest for their sales 
messages. 


HARDWARE AGE 


239 West 39th Street, N. Y. City 
A. B. P., Inc.—Charter Member—A. B. C. 
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House cleaning 


booms the sale of Clothes Line. 
Increase your sales by featur- 
ing Black Bird Lines on one of 
our colorful Counter Display 


’Most every family needs a new clothesline in the Spring. 
Get these sales for your store—and win friends—with 
Black-Bird solid braided cotton clothesline. It is firm, 
smooth, clean, pliable, easy to handle and use, and comes 
in sizes No. 6 (3/16 in.), No. 7 (7/32 in.) and No. 8 (% 
in.), put up in connected hanks containing exactly 50, 75 
and 100 ft.; also in coils, on reels, and tubes. 


Write for free display stands and circulars. 


We also manufacture a variety of other clothes lines, 
meeting all requirements for price and quality. 


SAMSON CORDAGE WORKS, BOSTON 


Stands J 


Sturdy, and easily set 
up. Occupies about 1 
sq. ft. on counter or 
window. Answers ques- 
tions and permits exam- 
ination. Makes sales. 
Sent free with order. 








QLIACK BIR 


TRADE MARK 


CLOTHES LINE 


Along came — and snipped 
a blackbird off her nose” 
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Personal Service 









The goodness in Foster products goes back farther than 
materials; farther than metallurgy. It goes back to the 
fundamental of a most emphatic determination to make 
good products. 


We manufacture one of the most wide and complete lines 
in the industry, as follows: 


BOLTS—Carriage WASHERS 


gig NUTS—Hot Pressed 
ag Cold Pressed 
Stove Semi-Finished 
Plow 

Automobile 


and a full and complete line of Cap Screws. 


We carry an exceedingly large inventory and are in posi- 
tion to make prompt shipment of assorted carload lots of 
the above products. 


THE FOSTER BOLT & NUT MFG. COMPANY 


CLEVELAND CHICAGO 


Union Ave. and East 72nd St. 6249 to 6265 West 65th St. 


Telephone Broadway 0840 Telephone Hemlock 4484 


BOLTS4»> NUTS 
F) CAPSCREWS 
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Attach cards to _ both Customer 
sides of the door. Attrac- reads sign. 
tive 3-color waterproof 
cards furnished. Place on 
frame, above handle. 


Install a Rose Check on 
the front door of your 
store, so your customers 
will have to use it. 


UCCESS[U 


Selling Plan 


will boost your screen door 
check business AMAZINGLY 


Here’s a selling plan dealers tell us is a winner! 
They are letting their screen doors make extra 
sales of Rose Screen Door Checks for them! 
Larger profits! Scores of extra $’s every day now 
and throughout the summer—from Rose Screen 
Door Checks, by following the Rose Selling Plan. 
To use this plan just follow the five easy steps 
outlined above. Study these pictures. Read the 
text. See how logically the customer is led from 
attention to interest to SALE! Without extra ef- 
fort on your part. 


Today, several thousand dealers are selling more ROSE 
Screen Door Checks than ever before—with the aid of 
this ROSE sales plan. Checks for screens, for light in- 
side doors, for closets, basement and bathroom doors. 
Check! Checks!! CHECKS$$ Practically every home, 
apartment house and business building in your commun- 
ity uses screen doors. Every screen door needs a Rose 
check. Closes screen doors quickly and quietly. Keeps 
them closed. Stops slams, bangs, cracks. Few house- 
wives will do without this relief—for only $2.00, the low 
Rose price. This item offers you big, quick turnover. 
Good profit. Start the Rose plan to making money for 
you. Write for details, or ask your jobber. 


FRANK ROSE MFG. COMPANY 
HASTINGS, NEBRASKA 


it will close HIS door 
silently, securely. 
action demonstration! 


door, Many customers will ir 
Thinks how quire about this 
check upon entering your 


Perfect store. Mention its 


closing to others. 


Here’s the Proof 


Dealers, like those listed be- 
low, are finding the Rose 
Screen Door Check one of 
their fastest selling items. 
Every day we hear of dealer 

king ph 1 sales o 
the Rose Screen Check. Here 
are just a few of them: 





C. S. Duncan, Kenesaw, Neb., 
says, “Fastest selling builders’ 
hardware item in my stock.” 


J. H. McGrath Co., Hastings, 
Neb., writes, “Sold more than 
75 last season—14 of them 
in a single day.” 


C. R. Cumings Lumber Co., 
Houston, Texas, ordered twice 
in three weeks—a dozen each 
time. 

































Novel counter demonstra- 


Ros. tor closes sales. Shows 
Rose in close-up. Cus- 
silent tomers buy. Order your 


stock from jobber. 


Meyer of Omaha 
does huge check 
business 


“greatest selling 
plan I have ever 
used, it has made 
me a lot of 
profits the past 
year.” He is now 
selling 10 times 
as many checks 
as before. 







Start 
This Sales Plan 
to Working for 
YOU, Now! 


NOW, THEN —if you 
want your screen door 
to make money for you 
just sign and mail the 














and two cards, with 
full instructions 


of 33 1/3 %. 
+8 (Get stock and 
demonstrator 


from 
JOBBER) 







SEND 
THE COUPON 
NOW! 


Frank Rose Mfg. Co. 
Hastings, Nebraska. 


Send me complete details of the 
ROSE Selling Plan, with FREE 
Cards. Include one Rose Screen 
Door Check (at 33!/4% dealer dis- 
count). 
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TWo0! 


We keep you in mind—and your customers. 
We know quality is the main factor, because 
with that as our ideal, we have become the larg- 
est manufacturers in the world of Tubular and 
Clinch Rivets—of quality. Price has our con- 
sideration but not to the extent of ever sacrific- 
ing the smooth, even clinching of our product. 
Accuracy has no price. Well to remember when 
your customer approaches. , : 


AKARTIVVTY 
TUBULAR RIVET & STUD 


com toreennre COMPANY 


J. T. MeDEVITT 
Postal Telegraph Building 


San Franciseo, California B O S TO N 
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sorry 


Scooters 
Velocipedes 
Automobiles 
Coaster Wagons 
Express Wagons 
Tot Bikes 

Hand Cars 

Toy Auto Trucks 
Race Cycles 
Sunshine Play Line 


SALES OFFICES 


A. S. Ferguson Co., 215 Fourth 
Ave. N. Y. 

Jacobs & Kassler, 9-11 E. 16th 
St. N. Y. 


Joseph Davidson, 5 E. 17th St. 
N. Y. 


Thomas E. James, 45 N. 3rd St. 
Philadelphia 

The Ezekiel Co., 27 Haymarket 
Square, Boston 


Theo. J. P. Maus, 212 Tabor © 


Bldg., 16th and Curtis Sts. 
Denver 

C. S. Unna Co,, 733 Terminal 
Sales Bldg., Portland 

Geo. P. Paine, 718 Mission St. 
San Francisco 

Theo. J. P. Maus, 907 Milton G. 
Cooper Bldg., Los Angeles 








CHILDREN'S 


DAY 
June 16th 


Are You Ready ? 
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IS WHEEL! 
Step Q) TR & 
Your Sales A kk 


No feature yet brought out has so quick 
stepped up the sales on Blue Streak Vehicles. 


Balloon type disc wheels in two sizes are standard equip- 
ment, without additional charge, on nearly all autos, in 
the Blue Streak Line, also certain Scooters, Wood Coast- 
ers, Aeroplanes, Trucks and other Blue Streak Vehicles. 
They improve the looks of the vehicles 100% and quick- 
ly catch the alert eye of the youngster who sees your 
window display. To be-up-tothe-minute you need a 
complete showing of vehicles equipped with this profit- 
making feature. 


Note the new To- 
ledo Balloon Disc 
Wheels on Auto 
and Scooter. 





Distinctive Children’s Vehicles Since 1887 


The Toledo Metal Wheel Company, Toledo, O. 


Gy 
THE NEW Li 
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Balloon Disc @ 







—— 

A 
— 
— 





m. 
—— 
_——— 


i 


ae cc 





AN 





il 











r) 


mt 


TIT T 
} 


AAR AA 




















HARDWARE AGE for May 10, 1928 





Co ire Cartridges 
Added to @) a Cleaning Line 






New group includes 

pistol, revolver and 

rifle cartridges in 
popular demand 


HE line of US Self-Cleaning 

cartridges now includes not 
only .22 rim-fires, such as Short, Long, Long 
Rifle, Winchester and Winchester Auto, 
but the popular center-fire smokeless car- 
tridges as well. 


The center-fire self-cleaning group covers 
pistol and revolver cartridges, including 
those in general use by police departments, 
and the rifle cartridges which are in demand 
for game and target shooting. 


Something more than their proven non- 
corrosive qualities accounts for the rapidly 
growing popularity of US Self-Cleaning car- 
tridges. These cartridges, both rim-fires and 
center-fires, not only leave a barrel “clean 


CARTRIDGES Ws) SHOT-SHELLS 





as a whistle” 
can be depended upon for ac- 
curacy of a high order. 


The boxes in which US Self- 
Cleaning cartridges are packed are distinc- 
tively labeled, the characteristic US orange- 
and-blue color scheme being used. Their 
attractive “‘dress”’ is an added selling point. 
These labels are similar in all respects to 


other US labels except for the special mark- 


ing: “Self-Cleaning.” 
* x * 


UNITED STATES CARTRIDGE CoO. 
111 Broadway, New York 


General selling agents: National Lead Company: 
Boston, Buffalo, Chicago, St. Louis, Cincinnati, San 
Francisco; United Lead Company, New York, Phila- 
delphia; Merchants Hardware, Limited, Calgary, 
Alberta, Canada, and Winnipeg, Manitoba, Canada. 
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Special Introductory Deal 


TO INTRODUCE NEW NUMBERS 





This chair free to Dealers purchasing the 13 piece Assortment 
illustrated below at the Regular Dealer Price of $29.33 F.O.B. 
Racine, Wis. (Weight crated approximately 200 pounds). 





No. 35 Foiding Arm Chair 


“GoLD MEDAL FOLvIne 


TRADE MARK RE 





























Be EES A es Seen Pa Be 





The Recognized | Standard 
ERE is an opportunity 
. to get 13 of the fastest 
4 moving numbers in the 





entire ‘“Gold Medal’ Line 
The Famous No. 1 Folding Cot No. 202 Badger Cot 


at the regular price and 
in addition get FREE, a 


a “Gold Medal” chair. (Re- 
3 tail value $4.50). 

; Remember, in addition to 
5 making the usual generous 
4 margin, the $4.50 Free chair 


: ah ee dei iliac phen Ne. 41G represents an additional 
& Companion Chair (green Lacquer) profit of 15%. 





These items areall ‘‘staples”’ 





° in the “‘Gold Medal” line. 
These 13 P 1eces This “Special Introductory 
Cost You Only Deal”? applies only on or- 
$2,933 F.0:B. ders for this complete as- 
The No. 35 Chair given FREE and No. 11 sortment crated. Order 
No. 3 Chair Retailing at $4.50 is packed with them Reclining Chair NO W for best results. 














(Use the Coupon) 


This Offer is Good Only to June 15 
a a ae ae ae ee ee eee Ee eee ee ee eee Ee 
Gold Medal C. F. Mfg. Company, 
1706 Packard Ave., Racine, Wis. 


No. 705 We wish to take advantage of your Special Introductory 
Roll Mop IF able Junior Stool Deal. Please send this assortment including the Free No. 35 
Folding Arm Chair via Freight [| Express ( at once. 


| 
| 
| We understand that this assortment will be billed at $29.33 
| 
| 
| 
| 





No. 115B Utility Chair 


F.0.B. Racine, Wis. Please bill this direct. 
Please bill this through jobber listed below 


Firm Name 


MI codes Pores 8h.) eh EP es oe, be Sees 





No. 35G Chair a” elon ipl ome EE Side Fen eran se 
No- 12F Reclining Chair (green lacquer) ee ee a eee 
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Hor biscuits, baked spuds, flapjacks, steaming coffee 
and the meat done to a turn—what-more could one 


AMERICAN 








easy-fill tank with built-in pump, holds several days’ fuel 
supply. And itissafe any where; in fact Kampkook has the 





eS ek trae 
PES Ga ae a 


aie diary. 
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approval of many state Forestry departments and its use is 
recommended where open camp fires are not permitted. 


ask of Kampkook after a day in the open. 


Kampkook, America’s favorite camp stove, uses common 
gasoline; burns..without smoke or spot and the wind 





Ask your sporting goods dealer to show you the Kamp- 





American Gas Machine Co., Iric. 


“ 


can't blow it out— Sets up in a jiff 








Recreation, Outdoor America, and several other 
magazines reaching motor campers and prospective 
campers everywhere just when they are planning 
their vacation camping trips. 











Branches—New York, N. Y. 


efor folder showing the full line of five 





Asanicaw Gas Macwtst Co, Inc. 
Darr. 2 Auneay Lis, Move 


Seni oe tdi puecetites abot Amerie 





of every customer. The prices are lower than ever 
before in Kampkook’s history. Price list and full 
information sent on request. Address nearest 
office. 





reper Quant te o ( AME RICAN }) 


e@ Appliances Gx~o 
Complete Gas Cooking. 
Heating, Lighting Service 
\_ Jor Homes without City Gas 
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Tie Up With Kampkook Advertising : 
THE BIG, full page Kampkook advertisement shown It will pay you well to the full line of ae 
here in reduced size appears in the Saturday Evening Kampkooks now; to display them prominently and to 
Post for May 5th. Kampkook ads also appear regularly feature them in your advertising. : 
in the Literary Digest, Field and Stream, Outdoor Five popular models enable you to meet every need ' 
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Number 52 


Showing 
Balloon 
Construction 


Balloon =: F 
Disc Wheels 


Puts the Pioneer line of Juvenile | Twenty-one numbers including 
Vehicles in a class with the best | The Greatest automobiles, coaster wagons, aer- 


I ti 
1928 automobiles and aeroplanes. pr tne hy oplanes and scooters are regularly 


Display a few of these husky ap- VEHICLES equipped with these attractive 
pearing numbers in the window _ Since wheels. The sturdy, indestruct- 
and on the floor and listen to the | P ae Gendron | ible features of the double disc 
youngster’s remarks. a wheel are combined with the at- 

VELOCIPEDE 
Oh, Boy! How they make the In 1872 tractive appearance of handsome 
parents loosen up. balloon type tires. 


FEATURE BALLOON DISCS FOR CHILDREN’S DAY, JUNE 16th! 


























. “Pioneer Line” 
y “Vehicles for Children 
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THE GENDRON WHEEL COMPANY, TOLEDO, OHIO, U.S.A. 
NEW YORK OFFICE, 7 EAST 17th STREET 








36 HARDWARE AGE for May I0, 1928 











i | And “Sunny Suzy” 
Came Through! 





a HOSE laundry sets are going fine,’ 
said the dealers talking of “Sunny 
Suzy” Sets numbers 0, 1, 2 and 3, “but 
there is an absolute demand for some- 
thing even better! ... Make it for us!” 
And Sunny Suzy came through! The 
success of De Luxe No. 4 Laundry Set 
founded on demand surpassed even the 
most optimistic estimates .. . 


No. 4 DE LUXE—8 PIECE 
LAUNDRY SET 


It contains enameled metal wash-tub 434” x 10”, 
clothes reel; glass surface wash-board 5%” x 11”, 
12 clothes pins in bag; galvanized wringer with 
real rubber rollers; clothes baskets 11144” x 714” x 
44%”... . The ironing board is especially sturdy 
made of extra strong wood (30” long x 22” high). 
A one pound electric iron with enameled handle 
adds attraction to this splendid set. ... All col- 
ored pieces are richly enameled in blue... . 
Packed in 1 piece corrugated container. .| 


For Handsome Summer-Time Profits Push the Famous Wolverine Line of Sand Pails, 
Sand Sets and Sprinkler Cans. 


For Full Description of Complete Line Write for Catalog 11A. 


WOLVERINE SUPPLY AND MFG. CO. 


Factory: General Sales Offices: 200 FIFTH AVENUE, NEW YORK 
PITTSBURGH, PA. Room 406—Gramercy 3453 


























Genuine Meisselbach 
[Level-Wind Reel, $5 


A quality reel made under the very 
best of quantity production conditions 
and methods. Made for service and dis- 
tinctly a seller. Permo end plates in 
attractive green, red, brown or black 
(optfonal); nickel silver spool flanges 
and brass hub; solid brass one-piece reel- 
seat, worm cover and pillars, nickel 
plated; nickel steel pivots running in 

‘ adjustable phosphor bronze bearings; 
precision-cut gears and worm, and special 
Meisselbach pawl. 

Order at once, from any reliable Job- 
ber. Or write us for sample, discounts 
and printed specifications, with Complete 
Catalog of genuine Meisselbach Fishing 
Reels of Quality. 





Bull's-Eye 
Casting 







Level Wind 


ATCHING the eye of fishermen, stirring their enthusiasm—the big Meisselbach bul!'s-eye. 
Centering interest on the new Meisselbach Bull’s-Eye Casting Reel—the most reel for the 
money, a large, strong handsome, smooth-running genuine Meisselbach level wind for only $5.00. 





Your customers—fishermen you want for customers Pick the new Meisselbach Bull’s-Eye No. 100 and push 
—have seen the bull’s-eye advertisements, are seeing it hard and now for volume sales. Get in on the interest 


them, in all the leading sportsmen’s magazines, in other created—a good new article, well named, well advertised, 
leading magazines too. Their interest is aroused. and backed by nearly 40 years of quality manufacturing. 
The A. F. Meisselbach Mfg. Co. Division of The General Industries Co. 
2837 Taylor Street Elyria, Ohio. 


Representatives: South, Louis Williams & Co., Nashville, Tenn.; Pacific Coast, Phil. B. Bekeart Co., 717 Market St., San Francisco, Calif. 
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When the shot- 


gun fever se1zes 
them 


You know how those hunting chaps are when 
they get the craving for a new shotgun. It 
pays well to have what they want, when they 
want it. 














At the top of your order list, you'll be safe to put 
the amazingly popular and newly improved Stevens 
Hammerless double gun, Model 330. Also the 
lowest priced, hammerless repeating shotgun on the 
market — the new No. 620 and 621, Stevens- 
Browning Repeater. For 1928 
the 620 and 62: will be avail- 
able in the 16 gauge as well 
as.in the 12 gauge. 


Here are a double and a re- 
peater of such fine quality and 
such moderate prices that you 
can’t help closing a raft of 
sales with them. 


But get your order in early— 
to catch the shotgun hungry 
men. Your jobber’s salesman 
will show you these fine 
Stevens Shotguns. 


S88 2.1 Ft ca FF bl Ones 


No. 330. Hammerless, double barrel. Takes on an entirely new appear- 
ance due to a new finish. Changes in the fitting of all working parts. 
Many other changes. Selected Black Walnut. Pistol grip. Finely 


checkered. In 12, 16, 20 and 410 gauges. Retail Price, $26.50 
No. 620 and 621. 16 gauge and 12 gauge. H 1 peating 
Take-down. Proof-tested barrel, from 26" to 32".__—- Visible locking bolt, 
safety firing pin. Improved stream-line receiver. Checkered Walnut 
Stock. 
No. 620—Retail Price, $41.50 
No. 621—With Matted top rib—Retail Price, $46.50 





J. STEVENS ARMS COMPANY 
Dept. 657 Chicopee Falls, Mass, 


Owned and operated by 
SAVAGE ARMS CORPORATION 


Largest manufacturer of Sporting Arms in the world 


STEVENS 


























— ARCADE TOYS’ 





N z A) 
fF ARTADIANS 
: 

A 


STORY : 


For 


CHILDREN'S DAY 


Sume 16 £2 


Make your announcement of 
Children’s Day, June 16th. by mail- 
ing this booklet, ‘‘The Arcadians,”’ 
to the children of your community. 
It is an attrattive little fairy story 
telling how toys are made by the 
Tiny Arcadians. 

It will develop the children’s 
interest in toys at the time of the 
year when they devote most of 
their days to playing. Remember 
children of today are adults of 
tomorrow. They are your cus- 
tomers today and tomorrow. 

Write now in care of the Adver- 
tising Department for these book- 
lets with your name printed on the 
back page. 


ARCADE: TOYS 


Write us for Catalog -- Ask your Jobber for Prices 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 














— Arcade Mfg Co. — 
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sales leading to big ones. 


Hoppe’s Products are standard everywhere, widely advertised, always in demznd. 
Hoppe’s Nitro Powder Solvent No. 9, Hopre’s Lubricating Oil and Hoppe’s Gun Grease. 
Necessary for the proper cleaning and care of all firearms; also many other uses. 


Keeps Trade Coming === 


TEADY year ‘round display 0‘ Ho>pe’s Products is good for trade. Brings desirable 
customers in, glad to be reminded to pick up a bottle, a can or a tube of Hoppe’s. Little 


Regular Buyers 
Who Will Make 
Other Purchases 




















| rt . 
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intere t to all shooters. 


FRANK A. HOPPE, Inc., 2314-H North 8th St., Philadelphia, Pa. 











Hoppe’s Products are regularly 
stocked by all leading Jobbers. Please 


write direct to us for new folders of 








KIDDIE KAR 


Trade Mark 


“KIDDIE” Vehicles 


Trade Mark 


The original and still outstanding leaders in vehicles for 
tiny tots—KIDDIE KAR, KIDDIE PEDAL KAR, and 
KIDDIE KAR STROLLER all are protected under basic 
KIDDIE KAR patent now sustained by United States 
Circuit Court of Appeals, Second Circuit. 


H. C. WHITE COMPANY 
NORTH. BENNINGTON, VT. 


Kiddie-Kar, Kiddie-Pedal-Kar, Kiddie-Kart, Kiddie-Koaster, 
Kiddie-Skooter, Kiddie-Kar Stroller, Kiddie-Tender. 





IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 














THESE FEATURES 
ARE ORIGINAL 


No other manufacturer of miniature railroads has them. 
Steam Type Locomotive (in 0 and 2% Ga.) 
Train Circus. 
21 Yo” Cars. 
Snake Track Pull. 
Automatic Reverse, that starts, stops and 
reverses without turning off the current. 


Ives Originates, Others May Imitate, but Cannot 
Duplicate. 
The Ives Miniature Train Line was the hit of the New 
York Toy Fair. 
THE IVES MANUFACTURING 
CORPORATION 


BRIDGEPORT, CONN. 
200 Fifth Avenue, New York, N. Y. 766 Mission St., San Francisco, Cal. 











Metaleraft Velocipede 


BIG SELLER 


AMONG THE NEW FEATURES 

Genuine Leather. 
saddle seat, adjust- 
able 14” to 16”, 
roller bearing rear 
wheels, nickeled 
pedal cranks, hub 
caps and bells. Re- 
tails under $5.00. 


Are you selling the 
“Spirit of St. Louis” 
Aeroplane Construc- 
tion Sets? 








Order from your Wholesaler. If he doesn’t carry Metalcraft 
Specialties, write us today. 


METALCRAFT CORP., 4215-25 Clayton Ave., St. Louis, Mo. 








FLASHLIGHT 
“Ss 


TOOLS -~ FISHING 
TACKLE-WALDEN 
CUTLERY 


BARNEY % BERRY, INC. NEW HAVEN, CONN. U.S.A. 








Tell this to your customers and make 
an extra profit. The BERGHMAN 
LAWN MOWER SHARPENER is 
designed to sharpen all types of 
mowers and guaranteed to do so 
coriectly. Full nickel plated steel 
body, forged bolt and wing nut, oil 
tempered springs and an abrasive 
stone of the highest quality make the 
BERGHMAN a sharpener your cus- 
tomers will be glad to buy and to 
recommend. Nationally advertised in 
Better Homes & Gardens and in de- 
mand everywhere. Retails for $1.00. 


Send for sample order of one dozen in attractive display 
box and start selling now. 


Berghman Company 
5737 W. Chicago Ave. 
Chicago, Ill. 


New York Representative 
D. M. Feder, 
132 Clymer St., Brooklyn, N.Y. 
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porters 


make steady 
sales! 


_—s all-round rifle for light, medium 
or big game! The choice of care- 
ful sportsmen who know and want 
their money’s worth! When you dis- 
play the Savage line of Sporter Rifles, 
you are putting an irresistible appeal 
before your customers. They have the 
wide choice of the remarkable .22 
caliber Sporter, Model 23-A; the 
smooth-actioned Models 23-B and 
23-C, in the .25-20 and .32-20 calibers 
respectively; and lastly, the new amaz- 
ing Super-Sporter, Models 4o and 45 
—in the .30-'06, .30-30, .250-3000 and 
.300 calibers. All Sporters now are 
finished in a special charcoal blue finish. 





SPECIFICATIONS 
Sporter Model 23-C—Repeat- 


ing, bolt-action rifle, in .32-20 
caliber. One-piece stock and 
forearm of American Walnut. 
Full pistol grip. Detachable 
box type magazine.’ Weight 6 
pounds, Retail Price, $22.50 





You can’t afford to miss giving the 1928 
Sporter lines a real inspection. 


. SAVAGE ARMS CORPORATION 
Bs Dept. 573 Utica, N. Y. 
Largest manufacturer of Sporting Arms in the world 





Owners and Operators of 
J. STEVENS ARMS CO. and PAGE-LEWIS ARMS CO. 


SAVAGE 














A Skate Gets a Banging 
In Proportion toa Truck 


A motor truck must be built to stand terrific usage—so must a 
successful roller skate. For over 15 years we have busied our- 
selves in the perfection of a scientifically made roller skate, one 
that has the right extension feature, the oscillating truck, 
strength combined with lightness, easy running rapid rollers; in 
fact, everything that a roller skate should have, and then some. 
Also, in the better Rubber Tired Roller Skate we have now a 
composition tire which with our exclusive construction gives us 
a product absolutely second to none. Another exclusive feature 
is the one piece heel. The corrugation in the toe plate prevents 
bending; the high quality rubber cushions provide an easy acting 
oscillating feature; but the point that jobbers and dealers prize 
highly is that the— 


One Size SPEED KING 


Fits All Requirements 


The SPEED KING has the longest range of extension in roller 








skates—67% in. to 11 in—so that oné size in jobbers stock or 
dealers fits all requirements. 

You don’t have to carry a lot of sizes nor a big investment. You 
have something to talk about. There’s the turned-over foot-plate 
which adds to appearance. 

The rollers have two rows of self-contained ball bearings, 18 
balls to each roller—running on hardened bearings both cups 
and cones. 

Write for prices and descriptive matter. Note our guarantee tag. 


Pacific Coast Representatives: 


Inc., Los Angeles, San Francisco, Seattle. 


Riddell-Reid, 


KOHLER DIE & SPECIALTY CO., De Kalb, Ii. 


KS pce? 
SOSSE! MERE 


Registered—U. 8S. Patent Office 


saccade, 
Trademark of a true quality skate 
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GOING OVER? 


Sporting goods are sold by many hardware 
dealers. The number is steadily increasing. 
Why? Because Hardware Age is constantly 
“selling” the hardware dealer upon the de- 
sirability of sporting goods as a line that is 
profitable to handle. 


Sporting goods advertising in Hardware Age 
is read for this reason. Your advertising 
will “go over” when you address it to the 
hardware dealer through the paper he relies 


on for buying information—Hardware Age. 





Sporting Goods Manufacturers: 
Is Your Advertising 
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COLORFUL! 


Peerless 
Folding Furniture 


Sell folding furniture now for camp or home— 
THEN town or country. Prospective spots for the use 
of this colorful and high grade folding furniture—- 

Write us for literature covering the com- and cach use means a sale—are gardens, lawns, 
; ig : ; i= country clubs, motor boats, front porches, sun 
plete line of Dorfan Electric and Mechanical : parlors and camps, and even offices are becoming 


tseine. accessories and transiocmeérs equipped with this comfortable and unique furni- 
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Dorfan Builds the Most Efficient 
Toy Electric Engines in the 
World 


“Compare them.” 
“You be the Judge.” 
“Ask the boy who owns one.” 





SUCGECURSRARRERRSUGHRCRRCCERERSCRRRRRORERRREE! 





ae 





we ‘ : ture. The PEFRLESS line includes such chairs | 
& Samples for comparison cheerfully sent on as shown here, cots, tables, stools and reclining 

IE chairs, of varivus kinds and combinations of 
ee | colors. Consider the PEERLESS line! 
e NOTE: All Dorfan trains are equipped with Engines that can i 


Send for Catalog 
gum The Famous No. 35 


be taken apart and put together by any boy. No other line of 
Hlectric trains has this advantage. 





TRUGUUESOUAOUUGHOUEOUSOSOUSGSUEEOUSUCEUEOESEEGESEROESEEOESEED 


The Dorfan Co., Newark, New Jersey 
New York Sales Rooms—Toy Center—200 Fifth Avenue 





TAKE-APART ENGINES AND 


ELECTRIC TRAINS 
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There’s Guu With and Without Fringe 
Number 35 


F ] i Attractive in its lines, and MOST serviceable, 
comes with, or without fringe, as illustrated. The 


frame is of selected hardwood, varnished or in 








































: ; line! lors: Chinese Red, French Blue, Jade Green 
is complete line! colors: C 3lue, 
un th P or Orange. Seat and back of heavy duck in can- 
From the well made Bow and arrow vas color, olive drab or striped patterns—blue and 
smal] sets for tiny same for tin) gray, green and gray, red and gray, orange and 
children ~ the — i green, and orange and black. Folds in two ways. 
—— ohels. the Bow and arrow Shipping weight, 1314 pounds each. They seli on 
SIDNEY | line meets TS sight!!! 
every archery require- i P 
at Tare ss ** Also Consider Our Number 11 Series’, 
SIDNEY number, not Rows for larger The PEERLESS Reclinin “ 
2 c g Chair, adjustable to four 
only _ — cmap hem boys — positions, is another favorite and a choice seller. Folds 
— qr "te be in- and for begin- flat. May be had with footrest and arms, with arms _ ,’ f 
and gg or eet. nets. but not footrest, and without either. Fancy striped | 
ng Fee | ao Genta tin ee cover. (Same as No. 35 Chairs.) They'll sell to 1 
° u ows, / 4 1 
Sidney dealers are famous for cast beat the band! R : | 
stocking now in an-_ and beauty. Send for Sample Chair, Prices, Etc. : { 
ticipation of — : Let us send sample or assortment of i | 
big Christmas vo ei Fine target and either or both chairs described. Also ot | 
Z. line te 28 yy Peng pes negated catalog and price list. (Warehouses , | 
re todagt a acces in principal cities.) Use the coupon! % 
CHERY CO Manufacturers of that FE oi Arta & 
SIDNEY AR . famous TUCKER’'WAY all.” poy eau arg | 
SIDNEY OHIO wood folding chair. ‘ ' | 





T C rs Py —. “ No. 
U K E R- rod also eetileg aad orlaaie 
SIDNEY Duck & Rubber sor Oe eee ee: ee 


Manufacturers 
FORT SMITH : 
ARKANSAS Lo ke ine SI 2 wig ae wie oe a 
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The Most Profitable and Most 
Satisfactory Line of Steel 
Posts on the Market 


Sweet’s Steel Posts are used by the thousands all 
i EU yy ever the country. Made of high carbon steel, they 
nang are recognized among testing engineers as products 
® magi of superior strength and maximum durability. 
sient Sweet’s line of Steel Posts have a universal appeal to 
fence builders. They are strong, durable and weather 
resisting—can be easily and quickly driven into any 
kind of soil and make a fence that is not only storm- 
proof but a fence that is neat and goed looking as 


MT 


well. 
For these and many other reasons you will find 


Sweet’s Steel Posts one of the most lucrative lines 
of all year round hardware you can carry in your 


store. 
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EETS STEEL COMPANY 
WILLIAMSPORT, PA. 
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USSWIN 


DISTINCTIVI 
HARDWARI 











A RUSSWIN 
Silent Salesman 


RUSSwIN 


NIGHT LATCHES 
Illustrated Pages 221 to 227 


Our Catalogue 


ee’ 
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Paty. 
'~ 


A complete line 
of standard, high 
grade night 
latches, giving 
absolute security, 
great durability 
and affording a 
wide range of 
functions to 
meet any fe- 


quirements. 


RUSSELL & ERWIWN 
MFG. COMPANY 


The American Hardware 
Corp’n, Successor 
NEW BRITAIN, CONN. 
New York Chicage Londen 
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National Advertising 
Brings Increased Demand for 


TISIT 


The Liquid Solder 


57,100,436 people 
will read the story of TISIT during 1928 in: 
Ladies’ Home Journal Popular Science 
Woman’s Home Companion Farm & Fireside 
Good Housekeeping Country Gentleman 
American Magazine Popular Mechanics 

More than 57,000,000 people will know 
that TISIT is a liquid solder that is applied 
with a stick, without heat or soldering iron, 
and dries in 20 minutes. 

These same 57,000,000 people will know 
that they can use TISIT for repairing 
kitchen utensils, radios, milk cans, gasoline 
tanks, cracked cylinder heads, steam lines, 
water lines, radiators. They will know that 
TISIT is the only known solder for alumi - 
num and can be used wherever a solder is 
needed. 

Every one of these 57,000,000 people has 
a use for TISIT, because everyone who owns 
an automobile, everyone who owns a radio, 
everyone who cooks, every farmer, every 
mechanic—in fact, any person, in any walk 
of life, needs TISIT, the household neces- 
sity. 

This means that TISIT can be sold in 
your store and will make the fast and liberal 
profits for you it is making for thousands of 
other merchants throughout the country. 

Many stores have sold their first dozen the 
first two or three days it was on display. 

TISIT comes packed in a beautifully illus- 
trated, attention-compelling display carton 
holding 1 dozen bottles, which cost you 
$4.00. Retails for 50c a bottle. $2 per 
dozen PROFIT. 

Start NOW to profit from this idea that 
is taking the country by storm. Ask your 
jobber’s salesman about TISIT. 
If he cannot supply you, write 
us direct for a dozen, giving 
your jobber’s name. 











119 Main St. E., Rochester, N. Y. 


Letellier Laboratories, Inc., 


Manufacturing Chemists 
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Good House ™% 
to Deal With— 
A Good Wrench 
To Sell / 


The makers of TRIMO 
Wrenches have proved to 
two generations of hard- 
ware men that selling 
TRIMOS means dealing with 
a straight house and hand- 
ling a high grade product. 


Push the TRIMO line. It 
means agreeable business re- 
lations, satisfied customers. 


When Your Customers Want A 
Pipe Wrench, Sell Them A 


TRIMO 


TRIMONT MEG. CO., Inc. 
Roxbury (Boston), Mass. 


For Forty Years The Leading 
Wrench Makers of America 
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Steel Sheets 


Sheet metal serves increasingly the engineer- 
ing, railway, industrial, and general construc- 
tion fields. This Company is the largest and 
oldest manufacturer of Black and Galvanized 
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us 
Resistance! - 


Sheets, Special Sheets, Tin and Terne Plates : 


for every known purpose—and with highest 
quality standards rigidly maintained. Sold by 
leading metal merchants. Send for booklets. 


e. Products 
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PHILADELPHIA, PITTSBURGH, ST. LouIS 




















Fic: AMERICAN SHEET AND TIN PLATE COMPANY 
General Offices: Frick Building, Pittsburgh, Pa. 


DISTRICT SALES OFFICES:—CuicaGo, CINCINNATI 
Denver, DetTRorTr, NEW ORLEANS, New YORK 


Export Representatives—U. S. STEEL PropucTs Co., New York City 
Pacific Coast Representatives — U. S. StzEL Propucts Co. 
San Francisco, Los Angeles, Portland, Seattle, Honolulu 





TRIBUTOR TO. 


= SHEET STEEL 


TRADE EXTENSION COMMITTEE 
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The box that 
holds trade be- 


cause of Honest 


Quality Inside. 


Full count, full 
weight, of good 
honest quality tacks 
in every Atlas box. 
You can be sure of it 
every time you sell 
one to a customer. 














You can also be sure that each customer will 
continue his patronage. Not only because 
he will appreciate the full weight, and honest 
quality, but because at no time will any 
single Atlas tack give him cause. for un- 
favorable comment or reflection. 


When customers buy Atlas tacks, they re- 
member where they got them. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 




















NEW No. 250 E SET 
COLONIAL TYPE ESCUTCHEONS 





~ Why this set appeals to Home Builders 





1. A heantiful 
sparkling knob, 
24%" octagon, 
special Ilco_ sil- 
vering process. 


2. An impres- 
sively designed 
escutcheon plate. 


3. Less screws, 
less time taken 
to install. 


4. Due to the 
position of the 
screw holes, 
longer screws 
can be used, 
offering greater 
stability. 


5. Our stand 
ard No. 250 
Mortise Lock. 


6. Priced right 

allow us an 
opportunity to 
quote on your 
requirements. 


i 

QD INDEPENDENTIOCKGO.> é 

Fitchburg, Mass., U. S. A. a 

Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glasa 
Knob Sets, Key Blanks, Auto Switch Keys, Hardware 


Specialties, Key Cutting Machines, Etc. 
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Doors 

are rigid, 
channel rein- 

forced, mitred 
and welded into 
a single piece. 
Display panels are 
wood-backed and 
covered with thick wool 
felt. Optional colors, 
green is standard. Door 
handles are of solid bronze. 


are built 
in sections, 
flexible, mov- 
able and inter- 
changeable. 
Frames are heavy 
steel angles, welded 
together. Sections are 
bolted together. Ledge 
is covered with durable 
Velvoleum, bronze bound. 





ALLSTEEL 
DISPLAY 
FIXTURES 







Attractive and convenient sales 
displays of steel -- at low cost 


ARDWARE merchants, accustomed Remember, these are retail display fix- 
to dealing in merchandise ofametal- _ tures, attractively finished and neatly 
lic nature, naturally prefer these new designed. The swinging display panels 
steel display fixtures introduced by GF. _ always present an orderly appearance to 
The fundamental strength of steel, its the customer, while concealing an abun- 


resistance to fire, humidity, and wear, dant storage capacity for the displayed 
make 0066): the Gheious material for 'e™ Units are demountable and inter- 


Londween Rateiee changeable without depreciation. Prices 


, p . are attractively low. 
Continued battering, scratching and cut- 
ting action of hardware stock, so harmful Attach the coupon below to your firm 
to less durable fixtures, has little effect letterhead, and we will send you com- 


on these steel fixtures. plete information on these new fixtures. 
THE GENERAL FIREPROOFING COMPANY 
Youngstown, Ohio Canadian Plant, Toronto 


BRANCHES AND DEALERS “IN ALL PRINCIPAL CITIES 


ATTACH THIS COUPON T.nu 
YOUR FIRM LETTERHEAD H.A 
THE GENERAL FIREPROOFING Co. 

Youngstown, Ohio 
Please send me complete information on the new Hardware 
Display Fixtures of steel. 


0 


Name 
Address _ 
City. nner State 











DISPLAY FIXTURES 





j 
: 
f 
iH 
i 
5 
Ny 
i 
rf 
f 


CS TT 


ory 


whee oe aamcheetestes rs Sade ah a athe Pace 














HARDWARE AGE for May 10, 1928 


e file User 
Has Lis Eye Upon YOU 
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me Fe ONSTANTLY reminded b 

4 national advertising that hard- 
ware dealers carry Nicholson 
Files, the file user has his eye 
upon your store as the place 
to buy these keen cutting, 
well balanced tools. 


Nicholson national advertis- 
ing covers the man who takes 
pride in his home workshop; 
the mechanic who works in a 
factory; it reaches the farmer; 
the purchasing agent; the 
automobile owner; the boy 
who is studying tools. No 
class of possible tool buyer 
or user is omitted. 





USA. “A File for Every Purpose” 


(TRADE MARK) 
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| © Have You Your Eve 
lIpon HIM O 


[7 is the duty rs our dealer 
advertising to impress up- 
on you the advantages of 
keeping a complete stock 
of Nicholson Files on 
hand; of keeping your 
eye on the file user as a 
source of profitable sales. 


















etsy 


Bigs 


NICHOLSON 
FILE CO. 


Providence, R. I., U.S. A. 




















HARDWARE AGE for May Io, 1928 












Note the sturdy construction of this 
WILCOX clip. Note the concave 
base and arrangement of the grooves 
which give this clip one holding 
power. Of drop forged open hearth 
steel. Galvanized or Japanned. 


for Use Ashore 


“Tpr°r forged dependability” is found 

in every item of the WILCOX- 
CRITTENDEN line of industrial and 
general hardware. For 81 years it has 
been the keynote of our success in 
the MARINE field where dependabil- 
ity counts for everything 

. G Strength with- 










- G And our service is as depend- 
able as our merchandise. Write for 
Catalog .. . G All items Black or Hot 
Dipped Galvanized. 10,000 Filled 
Bins of Marine Hardware for All 
Types of Motor Boats, Yachts, and 
Work Boats...@ Let us 
send you a free copy of 















Drop Forged 


out excessive weight 
or bulk, and freedom 
from imperfection or 
flaw are prime features 
of all W-C Hardware 


77 SOUTH MAIN STREET > 








Chain Repair Links 
Steel Turnbuckles 
Eye Hoist Hooks 

Wire Ro =X Sockets, 

Clips, an ind Thimbles 


Line ne Cleats 
Outboard Motor Boat Fittings 











WILCOX, CRITTENDEN & CO. inc. 


Established 1847 





< ges Sooke. 
Hs sky. well 
ed hooks 7" 
sen strength and 
ong wear. 


Chain Repair Links. Equal in strength 
to a welded link. Interlocking lugs. 





a valuable little booklet 
“The Truth About Gal- 
vaniaing” containing 
facts every hardware 
dealer ought to know. 





MIDDLETOWN, CONN. 








Stub End 
Turnbuckles. 
Drop forged 
steel with 
right and left 
stub ends. 
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HAIKE DIM) “2 
HOUSE PINDS|/ <5 


hat sil 


Neat ~ 


Attractive~ 
Dependable 


Water for the bathroom 
—water for the kitchen 
sink—water on the back 


porch—water at the well or § 


cistern—handy, low cost, 
dependable water facilities, 
inside or outside, they are 
available today just as they 
always have been with 
Myers House Pumps, the 
better built line of house 
pumps that satisfy. 

Notice the feature illus- 
tration—notice the group 
of illustrations — there’s 
class to all styles of Myers 
House Pumps—class_ that 
pleases the eye, provides 
better service and assures 
complete satisfaction. 

For instance, all styles have 
the Myers easy operating Cog 
Gear Head with malleable iron 
shield over cog gears. This one 
exclusive feature alone places 
Myers House Pumps in a class 
by themselves. Then too, the 
Myers Patented Non-Corrosive 
Glass, or Patented Perfection 
Brass Seat, add their bit to 
the service giving qualities of 
Myers House Pumps, _ while 
brass, brass lined or polished 
cylinders in standard sizes pro- 
vide opportunity for individual 
selection. 

Handles are adjustable to 
any angle. Siphon or cock 
spout on force pumps are inter- 
changeable. All types are ar- 
ranged to drop water to pre- 
vent freezing. Finish is alumi- 
num bronze with gold points. 

All in all, Myers House 
Pumps satisfy. Business is 
waiting for dealers who sell 
them. We’ll be glad to send 
literature and prices to respon- 
sible dealers anywhere. 

Write or wire. 
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“WATER SYSTEMS -HAY 
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PATENTED 


COG-GEAR 





PATENTED 


ianes) % GLASS 
BRASS | [ia _\\WALVE SEAT 
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mH FLE.MYERS & BRO.¢ce: 


ASHLAND, OHIO. 
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NS = Og 


Manufacturers for over Vifty Years of MYERS HONOR-BILT PUMPS for Every Purpose, 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS ~ BARN,FACTORY end 
GARAGE DOOR HANGERS: STORE LADDERS. Etc. . 
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T ATTRACTIVELY lays out — prints, 

binds and places illustrated descrip- 
tive data of your products in the hands 
of over 15,000 hardware buyers, your 
best prospects and customers in the 
hardware field. 


These buyers will welcome this in- 
formation as we deliver it to them in 
HARDWARE AGE CATALOG, over 
10,000 having written that HARD- 
WARE AGE CATALOG is practically 
indispensable to them in their buying 
problems, representing greater conven- 
ience, time saving and increased sales. 


Therefore, they keep it on their desks 





* 
or close by for frequent daily reference. 


Consequently your descriptive data 
will never be thrown away or misplaced, 
as ‘happens with a large quantity of all 
direct mail literature. This is because 
HARDWARE AGE CATALOG is never 


destroyed intentionally. 


When occasionally it happens that it 
is stolen or destroyed by fire, we invari- 
ably receive a telegram reading:— 


“Have had a fire—HARDWARE AGE 
CATALOG unfortunately destroyed. 
Kindly send copy special delivery 
Urgent need.” 


What direct mail salesman can show a better record? 
Set it working for yourself at a negligible low weekly rate 


MAKE YOUR ARRANGEMENTS NOW 


HARDWARE AGE CATALOG 


239 WEST 39th STREET, NEW YORK 
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SCYTHES 


THE STANDARD OLD BRANDS, “FLINT EDGE” AND “BLOOD’S” 
MADE IN ALL PATTERNS AND FINISHES 


Forged with CRUCIBLE STEEL cutting edge welded between 
layers of mild steel 
WHETTED SHARP. Ready for use 


WELDED SCYTHES 


“FLINT EDGE” 


“FLINT EDGE” 
REGULAR HEEL GRASS SCYTHE 


WIDE HEEL GRASS SCYTHE 





“BLOOD’S” 
REGULAR HEEL GRASS SCYTHE 








“FLINT EDGE” 
WEED SCYTHE 


“BRIAR EDGE” 
ONE PIECE, SOLID STEEL SCYTHES 


Hand forged from one piece high grade carbon steel 


Perfect temper throughout, insuring extra long life of service 


Black finish, with cutting edge polished and whetted sharp 


WIDE HEEL GRASS SCYTHE 


| Wf 
NA) 
Whi 


BUSH SCYTHE 


KELLY AXE & TOOL CO., Charleston, W. Va 














——— 
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“Shedwel” Track 








End View of ‘“Shed- 
wel” Track with di- 
mensions. 


Figure No. 2 at right 
shows how No. 12 
Hanger holds door 
close to building and 
carries weight directly 
below the point where 
track is Land to 
building. 











Figure No. 2 





Runwel Door Hanger No. 12 (Flexible) 
Also made in adjustable Style No. 14 





~ 


red 





This New “Shedwel” 


Track Completes the Line 


of Hangers and Track 


To: meet the demand for an economical, 
weather-proof track for medium and light 
weight doors, the “Shedwel” has been added 
to the Frantz Line. 


The “Shedwel” Track is almost identical 
with the world famous “Glide”’—a_ track 
that has proven its ability to stand up under 
the most adverse conditions on the largest 
and heaviest doors. The “Shedwel,” though 
smaller and lighter to adapt it to medium 
and light weight doors, possesses the same 
protection against weather; the same ease 
of operation and rugged construction that 
has characterized “Glide” Track for 18 
years. All types of “Runwel” hangers oper- 
ate smoothly and easily in “Shedwel” track. 
The combination can’t be beat for satisfac- 
tory service and Long Life. 


Meet Every Requirement 
with Five Numbers! 


No longer is it necessary to stock a dozen different 
numbers of Door Hangers and Track. Whether 
your customer needs a track of the semi or full cov- 
ered type and a track and hanger for light, medium 
or the heaviest weight doors, you can meet his re- 
quirements exactly and economically with the Five 
Numbers in the Frantz Line. 


Minimum Investmenj, liberal margin and rapid 
turnover combine to make this a highly profitable 
line. Write for full particulars, prices, etc., of the 
New “Shedwel” Track and the complete Frantz 
Line. 


Frantz Manufacturing Co. 
Dept. H8 Sterling, Ill., U. S. A. 


No Hardware is Genuine FRANTZ QUALITY Without the Red Label 


Door & Tracks 
tn at” Styles and Sizes 
Garage Door Fixtures 
In all Styles and Sizes 


Door Latches 
Foot & Chain Bolts 
Door Holders 





RANT 


RED LABE 
SUARAN T ES 

3 Ul pee = R 
rMrARDWAR 


Door Pulls 
Strap & Tee Hinges 
Ornamental Hinges 
Butts Hasps 
Sereen Door Sets 
Plated-Finish Hardware’ ' 
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Gentlemen: 

In way of explanation wish to say 
that I have enjoyed this publication 
very much over a period of years 
and regard it as the best in the hard- 
ware field. 

Very truly, 
G. H. Hunter, 
La Crosse, Va. 
Dear Sirs: 

Your magazine is the finest Hard- 
ware Trade paper that we know of. 
Yours truly, 

MANNING HARDWARE Co. 

(Signed) J. C. Manning, 
Shoal Lake, 


























or Bank Draft, payable to HARDWARE AGE, New York. Man., Canada. 
Member of the Audit Bureau of Circulations 
Member of the Associated Business Papers 
" 


53 


"4 
i 
it 
i 
t 
¢ 
| 
i 


Sie 2 ech OEY 8 NR NARI SR RECS act 


coteteptmp aman De ee 


pee ey 











HARDWARE AGE for May 10, 1928 









1S ssenaekabe 


MCKINNEY 
ROLLER PIN HINGE 


introduces a, 
new Engineering Principle 
in the manufacture 
of Hinges 






> or mary OR the first time 

eee) in hinge manu- 
jez facture, the pin 
=—_— becomes a ROL- 
LER BEARING. It rolls 
with the movement of 
the swinging leaf. 


As is well known, the 
dragging side-strain of a 
heavy door imposes a ter- 
rific burden on any hinge. 
Friction of the moving 
knuckles against an ordi- 
nary rigid pin causes deep 
grinding hollows. The 
door sags away, rubbing 
the jam and dragging on 
the threshold. 


This scoring of the ordi- 
nary hinge pin has become 
known as LATERAL 
WEAR. The roller bearing 
action of the McKinney 
pin prevents it, guaran- 
teeing a smooth, sagless 











MADE BY 


operation over an indefi- 
nite period. 


No other heavy duty 
hinge has Lateral Wear 
remedy. It is an exclusive 
McKinney advantage and 
is standard with allMcKin- 
ney bearing butt hinges. 


McKinney Mfg.Company, 
Pittsburgh, Pa. Branches 
in all principal cities. 

oe Se. eR ae! Ue 


Construction is made clear by 
the accompanying drawing. 
The top part of the pin is 
secured within the knuckle 
of the stationary leaf. But the 
body of the pin revolves freely 
with the knuckles of the moving 
leaf. The friction is elimi- 
nated. Lateral Wear cannot 
eat into the McKinney Roller 
Pin—and the McKinney 
Rollen Pin Hinge maintains 
its accurate alignment. 


MCKINNEY MANUFACTURING CO. 
PITTSBURGH, PA. 
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INDS 


By lew S. Soule 








Chain Store Competition 


The Spice of Life and Other Spices 


be ARIETY is the spice of life.” Variety is also 
very potent seasoning to a stock of merchan- 
dise. Perhaps it has a certain bearing on the 
success attained by various chain store organizations 
in the past few years. 


We were discussing the situation recently with a 
prominent business man. His wife was an attentive 
listener as we talked. Her husband casually referred 
to her as a regular chain store patron, and she replied: 
“I do buy a great many articles from the chain store, 
and I frankly enjoy visiting them.” 


Why? we asked. Surely an intelligent American 
woman, whose husband is in the retail merchandising 
business, must have some more than ordinary incen- 
tive to cause her to patronize his competitor. We 
could readily understand her making an initial visit 
to the chain store; curiosity alone would account for 
that. | What we wanted to know was why she con- 
tinued to patronize chain stores after her initial visit, 
so we put the question to her squarely. 


“What is it that induces you to go regularly to 
chain stores, and to buy articles there?” 


“Well,” she replied, “there are, of course, several 
reasons, but the main thing which attracts me is the 
variety of goods on display. Every time I go to the 
chain stores I find something new.” 


In other words, one of the things which is draw- 
ing thousands of customers into chain stores is vari- 
ety; the natural urge to see new items not found in 
the average store. 


Undoubtedly, what this woman says is true. We 
are all impressed by variety. We all have a curiosity 
to see the new and novel in merchandise. We all tire 
of “sameness.” Unconsciously, we balk at visiting 
a store where the same articles, decidly limited as 
to variety, are always in sight in the same places. 


Hardware stores have been too conservative in the 


past. Many of them are still too conservative. They 
have stuck too closely to the so-called staple articles, 
and the old time methods of display—or lack of dis- 
play. It is natural, therefore, that people have flocked 
to stores where variety and novelty are featured. 


But, you say, there is a tremendous variety in hard- 
ware; the average hardware store carries from four to 
five thousand articles. True, but the public doesn’t 
know it. It has been more or less a trade secret. It 
is only recently that hardware merchants have started 
systematically showing their merchandise. They 
have been equally slow in creating continued inter- 
est of customers by additions of new items. 


Be that as it may, hardware merchants today are 
waking up. All over the country stores are being re- 
modeled, new fixtures installed, open display meth- 
ods adopted, new merchandise added. All of this 
is helping, but there are still a few flies in the oint- 
ment. 


The woman to whom we referred at the beginning 
of this article, lives in a progressive small city. In 
that city there are, at least, two modern hardware 
stores with large varieties of merchandise attractively 
displayed and well advertised. Yet she never even 
mentioned them. What she said was that the main 
thing which attracts her to chain store is variety. She 
did not say that it was the only thing; neither did she 
say that it is the only reason for her continued patron- 
aze. 


We are willing to concede that the average inde- 
pendent hardware store has fallen down on variety, 
and has failed to capitalize on the range of goods it 
does carry. At the same time we are convinced that 
something other than variety is a factor in making 
chain store competition a retail hardware problem. 

Variety is not the only potent “seasoning” for mod- 
ern merchandising. Perhaps our chain competitors 
have some alluring spice that is not yet on our list. 


This is the third of a series of articles in which the Editor of Harpware AGE will discuss 
chain store competition in all its phases 
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A typical advertisement in the local paper for the 
Nelson Hardware Co. Note the value-creating descrip- 
tions and _ definite prices. Such advertisements 
used consistently, are bound to bring results. The slogan 
“The Household Utensil Store” is used on all adver- 
tisements, bill heads, stationery, etc. 


Nelson’s Ads 
and Windows 
Work Together 


Concentrated effort on display and 
' advertising hélps Nelson Hardware 
Co. sell china and glassware 


tively arranged merchandise in the store, coupled 
with intelligent use’ of newspaper advertising 
have helped to make the china and glassware department 
of the Nelson Hardware Co. in Hutchinson, Kan., one 
of the leading profit-makers in the establishment. 
This department is only a year old, but through the 
above mentioned mediums and careful buying, has 
grown and prospered. Everett C. Percy, manager of 
the company, believes in studied buying. In this way 
he eliminates overstocking and also the handling of 
items that do not have a ready sale. The company sells 
both staple and fancy glassware, in many styles and 
colors. Candlesticks, console sets and unusual pieces 
are also stocked, but are bought often in small quanti- 
ties, with an effort expended to procure only that which 
is new. 
The company has found that by stocking exclusive 
patterns in chinaware and not carrying any plain white 
ware, that it has become the headquarters for women 


|  siohraclibee: window displays, clean, attrac- 




















who want the better grade of merchandise. It 
also avoids any competition with the chain and 
variety stores, who do not handle this line of 
goods. 

It has been found most advisable to keep all 
of this type of merchandise as clean as pos- 
sible. In this way the natural luster or gleam 
is brought out, accentuated by the background 
of the counter and the interior lighting. <A 
careful cleaning each day helps to bring in 
sales. 

In the newspaper advertising of the Nelson 
Hardware Co., both three and two column ad- 
vertisements are used. [Illustrations of the 
merchandise help to bring out the sales 
message, which is printed in a few well chosen 
words. 

The window display is one of the mainstays 
of merchandising glass and china ware. Unusual effort 
is expended to make the displays attract and retain the 
attention. Silver and bronze colored doilies were used 
in the window illustrated, to set off the merchandise, 
which had been most carefully arranged. A small white 
fence was placed at the rear and branches of small trees, 
decorated with artificial blooms carried out the spring- 
like effect. A pink spot light, thrown on the displayed 
merchandise, added greatly to its attractiveness. 

Nelson’s carry a general line of hardware and in this 
season of the year make a feature of spring goods. 
The window display of this merchandise, as shown 
below, was extremely attractive. The white lattice 
fence, the artificial blooms, the grass mat floor covering, 
all contributed to the spring-time effect. 

This company understands the value and necessity 
of attracting people to the store and through its intelli- 
gent use of these mediums, is succeeding in its endeavor 
to better serve the residents in and around Hutchinson. 





Here are two rea- 
sons why residents 
of Hutchinson 
come to Nelson for 
home merchandise. 
The above window 
display has a home 
appeal through the 


use of the set 
table, rug and 
flowers. 


The advertisement 
on the right is 
another typical of 
Nelson. It catches 
the eye and creates 
a desire to buy. 
The knife-and-fork 
border is unusual 
and has attention 
value. 
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Putting Cutlery Back Into the Hardware 
| Store! 


By Saunders Norvell 


One might write indefinitely about cutlery conditions, 
about foreign competition, about the terrible abuse of 
the guarantee. But after all is said and done, these 
things are simply details. To my mind, the big thing 
to be considered is the fact that hardware jobbers and 
retailers are losing the cutlery business to other classes 
of distributors. The BIG THING, as I see it in the cutlery 
business today, to which cutlery manufacturers, job- 
bers and retailers should all give their most serious 
thought, is how to get the cutlery business back to the 
retail hardware stores.’ But what I am sure we are all 
interested in is what are the practical things that can 
be done to get and hold the cutlery business in the re- 
tail hardware store. Therefore I propose to devote this 
article to that question. 


Probably 75 per cent of the cutlery bought other than 
pocket knives is purchased by women. They buy 
shears, scissors, carving sets, butcher knives, kitchen 
knives, manicure sets and a large part of the odds and 
ends in the cutlery line. They also buy pocket knives 
for their sons. Possibly at Christmas time, they even 
buy pocket knives for their husbands. In other words, 
to secure the patronage of the women of the country 
should be one of the first thoughts of the retail hard- 
ware store. Naturally, its competitors for the women’s 
trade are the department stores, variety stores and chain 
stores. Now, of course, we know. that this. class of 
store, as a rule, sell goods entirely by the price appeal, 
and usually the woman of the family, while getting a 
bargain in the way of price, also gets what she pays for 
in the way of quality. 


In my investigations it has been a common thing for 
a woman to say to me, “Where can I get a good pair 
of shears—where can I get a good butcher knife— 
where can I get a good carving set that will hold its 
edge?” Put it down that in back of the mind of every 
woman who buys at a low price from a department 
store or a chain store is the question as to the quality 
of the goods she is obtaining. She may be satisfied with 
the price, but she is not sure of the quality. 


In my opinion when the retail hardware dealer meets 
the competition of the chain store, department store, 
etc., on price only, he is making the mistake of his life. 
While I believe the retail hardware merchant should 
carry some of these low-priced goods, on the other hand 
he and his clerks should talk quality first, last and all 
the time! Besides that, they should see that they have 
quality. The retail hardware store has already made 
the mistake of attempting to meet price competition 
with prices. The retail hardware man has bought and 
is buying cheaper goods to do this. As a result of 
offering these cheap goods, he is losing, or in some cases 
has lost, his standing in the community as a merchan- 
diser of high-quality, dependable cutlery. Of course, I 
know very well when some of my retail readers read 
this article they will shrug their shoulders and say, 
“More quality talk!” All right, gentlemen, that is the 
truth, and in this country today there is a very large 


proportion of buyers who still wish quality. Every 
known article that has real quality that is being offered 
for sale is enjoying a large and satisfactory business. 
What about high-quality hats, shoes, clothing, $5.00 
pipes, $10.00 cigar lighters? Why are all the Pullman 
chair cars crowded? Why did Henry Ford “make a 
lady out of Lizzie?’ Just because the people of this 
country want QUALITY. 


Now, let me repeat in saying this I do not mean that 
there isn’t a certain demand for cheap goods. But on 
the other hand, I believe there is a very large demand 
for quality goods and I do believe that the retail mer- 
chants of the country, on account of the peculiar com- 
petition they are now encountering, are exaggerating 
the importance of cheap goods and price competition. 
They have been “gassed with the price idea.” It is time 
for all this to stop; for the retail hardware dealer of 
the country to recover his equilibrium and get back to 
his old position of being an authority on quality goods 
in cutlery, fine tools and hardware. ‘Time after time, 
it has been demonstrated by large selling organizations 
that the people of this country want quality when they 
can get it, and they are willing to pay for it. Look at 
our national advertising campaigns. Of course the 
goods advertised are higher in price, but get this fact 
and get it clearly, these goods must be advertised. The 
impression of quality must be made upon the minds of 
the consumer before the retail merchant has the nerve 
to ask the price and sell the goods. In other words, 
the buying public must be sent into the retail stores for 
high quality goods by national advertising, and they 
must call for the goods by brand, or the retailer with- 
out this national advertising would offer them some- 
thing cheaper at a smaller profit to himself, just be- 
cause +e is gassed with this low-priced idea. 


Take Dunhill pipes just as an illustration. Up to 
the time that Dunhill had the nerve to ask $5.00 (I hear 
the price has been advanced to $10.00) for a well- 
finished briar pipe with a little white dot in the stem, all 
of us thought that $1.50 was just about the right price 
for a pipe. The last time I ‘went to Europe, several 
of my friends remarked, “Just bring me a Dunhill pipe 
from London.” I brought back a lot of pipes. All 
these friends were made happy. No other pipe would 
have pleased them as much—they saw the white dot 
and were happy. 

At Christmas time I received a gold plated Dunhill 
cigar lighter. It came in a beautiful case—it was a 
lovely thing to look at. I was curious enough to in- 
quire the price. One of my affectionate relatives paid 
$25.00 for it. They wanted quality and they got it. 
I knew that when I received a Dunhill gold-plated cigar 
lighter, I was receiving the best, so I was happy. I 
understand there is a new lighter now sold by a chain 
store at forty-five cents—that works just as well as the 
$25.00 one, but undoubtedly I would not have been as 
happy to have received this forty-five cent lighter. 


Thirty years ago, the average man took great pride 
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in his pocket knife. He was willing to pay from $3.50 
to $5.00 for a good knife. He kept it in good order. 
Today, the average American has lost his pride in his 
pocket knife. If you will ask him to show you his 
knife, he will be ashamed to produce it. This same 
American, now, is proud of his automobile. He starts 
with a Ford and then builds up in quality. Every time 
he buys, he wishes a higher-priced machine. He will 
talk automobile, oil, gasoline by the hour. He buys 
high-priced equipment for his automobile, and at the 
same time his pocket knife is a JOKE. Whose fault 
is this? I believe it is the fault of the cutlery manu- 
facturer, jobber and retailer. We have allowed the 
American consumer to lose his pride of possession 
where cutlery is concerned. 


Now our job, according to my way of thinking, is 
not only to get the cutlery business back into the retail 
hardware store but to educate the American consumer 
back to his old “pride of possession” of high-grade 
cutlery. How can this be done? First of all, I be- 
lieve that the great cutlery manufacturers of this coun- 
try, and there are many of them here making goods of 
the very highest quality must advertise their cutlery 
to the public in magazines and newspapers. We must 
start a campaign that will create a desire for high- 
quality cutlery. The ideal situation, of course, would 
be for the leading cutlery manufacturers of the country 
to get together and carry one a nation-wide advertising 
campaign—not for this brand or that, but all about high 
grade American cutlery—and the fact that it can be 
obtained only in the retail hardware stores of the coun- 
try. The retail hardware men should be linked up with 
this nation-wide advertising campaign by the cutlery 
industry. However, as this cannot be done, at least at 
present, then the individual manufacturer must do the 
advertising to the public. He miust do his best to help 
send the cutlery buyer to the retail hardware store. 
This, of course, cannot be done without a large outlay 
of capital in advertising, and this advertising must be 
added to the cost of the goods. This in turn leads to a 
little higher selling price on each item of cutlery. But 
the retail dealer must recognize the fact that you can- 
not get advertising for nothing, this price must be paid. 
But if this advertising sends the consumer to the retail 
hardware store to buy the goods, why isn’t it just as 
much advertising for the retail hardware merchant as 
it is for the manufacturer? Why shouldn't the retail 
hardware merchant stand his small share of the cost? 
Advertising, just at this time, I believe, is the first 
necessary step. This is the manufacturer’s job. In 
other words, in this campaign, I believe, we must start 
with the consumer and work from consumer back 
through the retail hardware store to the handware job- 
ber and finally back to the manufacturer himself. Start- 
ing from the manufacturer to the jobber and then to 
the retailer and then to the consumer, without advertis- 
ing, is a plan that has been tried and, like Nebuchad- 
nezzar, has been found wanting. That plan under 
present conditions simply means a cut price plan—a 
poor quality plan—a short-sighted merchandising plan. 


Therefore, following my argument, after the manu- 
facturer has produced the goods of quality, after he 
has advertised these goods to the consumer, after he 
has done his part to create a demand for them, then 
the next step is up to the retail hardware merchant. 
In the first place, the retail merchandiser must wake 
up to the fact that he can only build a permanent cut- 
lery business upon a well-advertised and complete line 
of high-grade cutlery. A well-advertised brand stops 


sales resistance. When the goods are offered over the 
counter, they are known and accepted. An unknown 
brand simply means, “Well, what's the price?” All this 
buying of cheap assortments and flashy items in cutlery 
will not get the retail hardware merchant anywhere in 
building up a business. Pick out a line in a complete 
assortment, even carry high-priced goods in moderate 
quantities—but carry them! The first thing for the 
retailer dealer to do is to pick out a line and stick to 
that line. Of course, I know the condition of your 
stock. You have been buying all kinds of brands from 
every Tom, Dick and Harry. Your stock has no char- 
acter. What are you going to do with all this bargain 
stuff you have accumulated? There is only one thing 
to do. Jumble up the knives in assortments—mixing 
in some good knives and some poor knives; put a low 
price on any knife in the lot; put them all in a basket 
and set them out in your show window or on your 
counter where they will be seen, and get rid of them as 
quickly as possible. The unfortunate part of buying 
this kind of stuff is that it must be sold! All over the 
country today, I know of merchants who intend to put 
in a good line of cutlery just as soon as they get from 
under the trash they have been buying. On the other 
hand, if you wait to put in the line of goods until you 
have sold out all your trash, it will be a long time before 
you will have a line. Unfortunately, silver-tongued 
salesmen will continue to offer assortments and, suffer- 
ing from a case of “price gas,” these assortments will 
be bought. The only safe plan is to try to make some 
arrangement with your jobber to get as long a dating 
as possible on a line of goods and then put in the 
complete line—and at the same time work off your bar- 
gains. Talk about the quality of your line, but at the 
same time inform your customer that if he wishes a 
bargain you can also supply him with cheap goods. Of 
course there are consumers who have the bargain in- 
stinct. You will slowly dispose of your bargains. As 
a matter of fact, often it is necessary to offer a bargain 
in order to sell articles of high quality at a higher price. 
This is where salesmanship comes in. 


Cutlery, in order to be sold, must be displayed. Your 
cutlery showcase should be in the front of your store 
and it should be attractive. If you are selling a high 
grade line of cutlery, for goodness sake have some of 
the permanent signs made that you can hang over the 
showcase advertising to the public the fact that you 
are selling this high-grade line. In the average hard- 
ware store there is nothing to indicate, PROMINENTLY, 
what line of cutlery they sell. The name of the cutlery 
may be on the boxes in the showcase, but custorhers do 
not go around with miscroscopes or magnifying glasses 
looking for names that are almost out of sight. A 
chapter could be written on this subject of display, of 
show windows, or showcards, or booklets. All these 
things are supplied by any of the cutlery manufacturers 
in the country. But how much is intelligently used? 
Then, the enterprising local retail dealer will need some 
advertising on his line of cutlery on his own account. 
Advertising cuts for local advertising will be supplied 
free of charge by any cutlery manufacturer. How 
many call for this free service? I am sorry to say 
not very many. 


One of the most important matters in getting cutlery 
back into the retail hardware store is the training of 
the retail hardware man and his clerk in how to sell 
cutlery and build up a cutlery business. In order to fix 
the responsibility, it is a very good plan for one clerk 


(Continued on page 106) 
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Exporting of flour means foreign money for American grain and labor. 


All photos courtesy U. 8. Shipping Board 
This flour awaiting shipment came 


from a St. Louis mill and the wheat from the Middle West winter wheat belt 


The Merchant Marine is not a detached idea, it fits right into your 
business every day and perhaps you do not want 
to lose this sales aid 


ND why should you 
tell the Middle West 
hardware retailer 
about the merchant 
marine; he_ has 
troubles enough of 
his own’’—said the 
interested visitor after 
he had looked over an 
array of books, maps, 
newspaper _ clippings 
and folders on the 
editorial desk. 

“That,” we replied, 
“is exactly what we 
are going to put into 
the pages of Harp- 
WARE AGE, because 

all retailers should know the importance of a merchant 
marine to their business.” 

There is a direct connection between every hardware 
store in this country and the American merchant marine. 
This connection affects the sales every day. And the 
interest we refer to has nothing to do with the politics 
of the situation, and for that reason politics and political 
questions will not enter into this discussion. 

Suffice it to say that, owing to a trade and military 
situation that existed in 1917, we, as a nation, invested 
$3,000,000,000 in ships for what we thought were very 
good reasons—to feed our 2,000,000 soldiers in France 


Every hardware store in Georgia gets some 

of the money that comes from cotton 

shipped from Savannah. Here the steam- 

ships Magmeric and Liberty Glo are loading 
cotton for foreign ports 


and to carry abroad the merchandise that ships of other 
countries would not carry. 

So far no entirely satisfactory method has been sug- 
gested for disposing of this great investment. Many 
criticize but few suggest anything better than has been 
done. This article will neither criticize nor suggest. 

The question of govérnment ownership of ships is 
another political question of much discussion. This 
question will not be discussed here. We say only that 
at the time the ships were built only the government had 
enough money to do the job. Since the emergency 


Every bail of cotton that goes abroad means cash for the Southern 
farmer. This cotton is on the Market Street wharf at New Orleans 
awaiting shipment on steamship West Kasson for Havre and Antwerp 
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ceased, those who govern us have not been able to agree 
on a method of disposing of the ships. The writer does 
not know enough about shipping and shipping invest- 
ments, nor is he wise enough about governmental owner- 
ship to settle that question. Generally he stands for as 
little government in business as possible. 

Now to trace the line of dollars that leads from your 
store to an American merchant marine. The question 
really is: 

What export trade means to your community and to 
your store. This we will endeavor to show. 

Practically one-sixth of the total 
products raised on the American 
farms are sold in foreign markets. 

Think of what this means. Sup- 
pose the farmers of your district 
were forced to reduce their produc- 
tion one-sixth! What would that 
mean to you? 

The farmer would consume just 
as much for his family and his help 
as before, and that one-sixth would 
come out of his salable surplus. 
In other words, he would have as 
much less to spend with merchants 
for the supplies that he does not 
raise as that one-sixth of his total 
products brings to him. 

Purchasing power is the most 
valuable single item in the assets of 
a hardware store. If your store 
were located on a hill and a flood 
should wash away all of your cus- 
tomers, strip the valley lands of the 
productive soil, leaving that store in 
the midst of a depopulated waste, 
what would be its prospects for the 
next few years? The best buyer in the entire hardware 
industry could not make a success of that store. 

Three important items of export are cotton, wheat 
and tobacco. 

Of cotton, in 1926 we shipped abroad 11,560,000 
bales. Counting this at an average of 34 of a bale to 
the acre means that the products of 14,450,000 acres 
were shipped abroad. Suppose that cotton had not been 
shipped! What about the buying power of the com- 
munity that depends upon cotton for its money crop? 

Exported grain and grain products brought back to 
this country from abroad $406,000,000 in 1927. If this 
merchandise was shipped in American boats, practically 
all of this money became spending money for the Ameri- 
can public, being divided among wheat growers, rail- 
roads, elevator operators, shipping firms, banks and ship 
owners and sailors. If this grain had not been shipped 
abroad, practically one-half of the wheat land could not 


and Old Ironsides. 





Two famous American ships, the Leviathan 


They represent dis- 
tinct epochs in American shipping 


The Las Vegas of the Oregon Oriental line is discharging lumber at Tushiki, Japan, and will bring back money that will make some town prosperous 





have been cultivated, or, if the crop was grown, it would 
have been useless surplus. Would that have made any 
difference to your store? 

Ask any hardware merchant in the burley tobacco dis- 
trict what it means to him when France, Spain and other 
important customers pay a good price for tobacco. The 
amount of this foreign money makes a difference. 

Because a merchant is doing a purely local business, it 
does not mean that he is concerned only in local affairs. 

Consider for a moment the hardware store in an in- 
dustrial community. The chief support of the town is 
one or several factories making 
tools and automobile accessories and 
selling 10 per cent of their products 
abroad. Suppose there are no ships 
available to ship this 10 per cent! 
What about the labor required to 
make this export merchandise? 
Will the merchants lose something 
by the lessened purchasing power 
of their customers ? 

Merchants everywhere in this 
country have recently had a costly 
lesson on what something that hap- 
pens elsewhere means to their local 
trade. When the Ford Motor Co. 
stopped production of the Model T 
car and discharged thousands of 
workingmen in Detroit and at the 
branches throughout the country, 
many hardware merchants lost no- 
ticeably in trade, for an idle me- 
chanic is not a good customer. 

But this was not all. Ford deal- 
ers were a part of the business fab- 
ric of nearly 9000 communities. In 
every one of these communities 
this stoppage of production caused the layoff of one or 
more men, and these men ceased to be good customers 
of the local merchants. Their spending was reduced to 
a minimum. The troubles of the Ford Motor Co. were 
not the troubles of the owners of the business: and the 
merchants of Detroit only. They reached to you and to 
me. 

But let us get back to overseas problems. 

But why, you may justly ask, not ship this cotton in 
English and French boats? Those countries want the 
cotton. Is not some of it shipped in foreign boats to- 
day? 

Reversing the order of the questions, we answer: 

Much of this merchandise is shipped in foreign boats 
today, very satisfactorily and at a reasonable rate. 
But— 

Suppose the United States has no ships representing — 
(Continued on page 105) 
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Simple Ways of 


Linking One Ad With Another 


Goods, ideas and layout can be serialized from day to 
day and week to week, resulting in extra sales and 


HREWD customers know good 

advertising when they see it. 

The better department stores, 
drug stores, women’s specialty shops, 
and so on realize this. They study 
ways to make their ads look inter- 
esting and inviting to their customers 
because they know it pays. 

Hardware customers are just as 
shrewd as customers of any other 
kind of retail store. They are just 
as likely to rate a store’s ability to 
sell good merchandise by the quality 
of its advertising as they are to favor 
department stores whose ads show 
care and ability. 

And the first sign of good adver- 
tising from the customer’s angle, is 
consistent purpose. When custom- 
ers begin to notice that a hardware 
store’s ads seem to have a definite 
aim they begin to say “that’s a good 
place to buy hardware.” 


What a Campaign Does 


Six single ads linked together with 
little else than the store signature, 
each sells some goods, attract atten- 
tion to the store and do all the things 
single ads do. And if they are care- 
fully prepared ads, they are each 
worth the space occupied and the 
cost. 

But when the six are plainly linked 
as units of a definite campaign their 
worth is practically doubled; that is 
their power to sell goods and build 
good will is doubled ii. relation to 
time and expense. 

There are two reasons for this. 
One is that today’s ad, if the sched- 
ule is daily, gets part of the selling 
power of yesterday’s and tomorrow’s 
gets power from the two ads preced- 
ing, much in the same way the chap- 
ters of a continued story build up 
interest in the whole story. Then 
there is the practical side of linking 
one need the customer may have with 
another that may arise next day or 
next week. 


bigger ones 


By GUY HUBBART 





People’s needs are 
connected day by 
day, week by week, 
and the store whose 
newspaper ads co- 
ineide closest to de- 
mand gets the best 
and most out of 


space. 














The second recommendation for 
closely connected ads is increased 
competitive power. There is no way 
one hardware store can prevent peo- 
ple from seeing or reading another 
store’s ads. The newspaper carries 
advertising of any and all stores, and 
it is a good thing that it does. The 
more local hardware advertising the 
people see the more they are inter- 
ested in hardware and allied items— 
a principle that holds good for any 
line of merchandise, by the way. 

But whether three stores or ten ad- 
vertise, in the end the one that se- 
rializes its offerings and the method 
of offering them draws the most 
trade. 


Ways to Run Campaigns 


The old idea of a campaign in- 
cluded big expanses of space, many 
insertions and lots of ballyhoo. In 
the new way, born of study and ex- 
perience, the things that count are 
(1) regularity of insertions, (2) 
enough space to carry the story, (3) 
carefully selected items and (4) tim- 
ing insertions to coincide with days 
when trade is most responsive or 
when sales are most needed, depend- 
ing on the condition of stock. 


How Many Ads in a Campaign? 


How many ads can be linked in a 
campaign in a selling period? Any- 





where from two to ten. The number 
depends on the merchandising needs 
of the selling days to be covered. 
The important point is how the ads 
are connected so as to identify them 
as a continuous plan. 


A 12-Day Example 


To illustrate the simplest way of 
linking ads, six miniature dummies 
are reproduced here. They are num- 
bered from one to six and sections 
are lettered and numbered. These 
dummies can be any size, but for ar- 
gument’s sake the size here is 3 
columns wide by 12 inches deep. 
That is, each ad is 36 newspaper 
inches in area, enough to hold from 
10 to 30 items. Let us assume that 
these ads are to run every two days 
for twelve days. 


Connected by Stocks 


Every ad run by a hardware store 
should have variety—several items of 
different kinds—and specific appeal, 
a leading feature. 

On, the dummies the feature is to 
go in section “A” and should occupy 
one-fifth to one-third of space, or 
enough space so proper cuts, head- 
lines and copy may be shown. The 
amount can be varied to suit the in- 
dividual store’s needs and, of course, 
the featured item would vary with 
store and time of year. To illustrate, 
take the “A” section of each of the 
six ads by number. 

No. 1, Section “A” space, Garden 
Tools, six items, Monday. 

No. 2, Section “A” space, House- 
wares, six items, Wednesday. 

No. 3, Section “A” space, Paints, 
Varnishes, Brushes, six to ten items, 
Friday.. 

No. 4, Section “A” space, Cutlery, 
Screens, six items, Monday. 

No. 5, Section “A” space, Car- 
penters’ Tools and Supplies, ten 
items, Wednesday. 

No. 6, Section “A” space, Elec- 
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trical Goods, two to six items, or one 
if a large unit like electric refriger- 
ators, vacuum cleaners, washers, etc., 
Friday. 

Notice the purpose of Section “A.” 
It features a special stock, thus mak- 
ing a special appeal, showing what 
the store carries and puts emphasis 
on values appealing to special classes 
of users. Notice also that its shape 
and size are varied a little and posi- 
tion is shifted each time, yet the spe- 
cial section is there in every ad. 
After a while customers begin to 
look for it. They say: “Wonder 
what Jones and Green are featuring 
today? They always feature some- 
thing.” 

Keep in mind that this special need 
not be a cut price value or a bargain, 
but should represent a special value 
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for the money and should be timely 
and of universal appeal, not an item 
that one family out of twenty would 
be interested in. Just the opposite. 
That much for the feature Section 
“A.” Now, about the remainder of 
the space in each ad. Note that in 
No. 1 there are four spaces marked 
by numbers. In each of these spaces 
put three or four items from stocks 
or divisions not represented in “A.” 
Do the same thing for each ad. The 
numbers are put in merely to suggest 
the proper number of items so as not 
to crowd the ad. Cuts and type are 
not indicated on the dummies but 
allowance is made for them. The 
parallel lines at top are for main head 
and write-up, the bottom line is for 
store name. Of course, the ads need 
not be uniform in size as shown here 
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but uniformity increases the serial 
or campaign effect. 

The serial or campaign idea can 
be still further emphasized by the 
kind of headlines used, the kinds of 
copy and the ideas in the text. Also, 
while the example is based on twelve 
days selling, it can be shorter or 
longer. Twelve days is merely a 
good period. After it ends start 
again, and so on. In this way the 
entire year’s ads will be connected, 
giving the reading public something 
to fasten attention on. 

The main ideas are (1) Have a 
plan; (2) Fit the plan to the store 
stocks; (3) Follow the plan con- 
sistently ; (4) Feature a special value 
or values each time and with it 
enough general items to bring it a 
variety of trade. 
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These six dummies illustrate how to connect or link 12 single ads into a consecutive selling campaign so as to increase returns on 


space and to increase competitive power of each advertisement. 
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Metal Branch Studies Distribution Problems 
at Boston, Mass., May 3 and 4 


IVING particular attention to 
present-day problems of dis- 
tribution and studying means by 
which manufacturers and distributors 
may operate profitably, the Metal 
Branch of the National Hardware 
Association held its seventeenth an- 
nual meeting at the Copley-Plaza 
Hotel, Boston, Mass., May 3 and 4. 
It was voted that this association 
and affiliated organizations study 
possible means for effecting a modi- 
fication of the Sherman Act. It was 
suggested that the matter be pre- 
sented to the American Iron & Steei 
Institute and to the United States 
Chamber of Commerce-with a view 
of obtaining the cooperation of these 
bodies in such a campaign. 

Touching on the business situation in 
this country today and the need of coopera- 
tion of steel and affiliated industries, 
George H. Charls, president of the Na- 
tional Flat Rolled Steel Products Associa- 
tion, Cleveland, said in part: 

“Today, executives require facts and fig- 
ures on productive capacity, demand, the 
general and particular trend of business, 
sales and specifications against contracts, 
the potential and prospective markets, the 
inroads of competing commodities, the 
supply and demand of the material to be 
purchased, cost comparisons, simplification 
and standardization of commodities, stand- 
ardized packing, transportation cost, trade 
research and sales promotion, labor saving 
‘machinery and its effect upon the cost of 
manufacture, trade practices and business 
ethics. It is obvious that such facts must 
be strictly reliable and up to the minute. 

“Both the mills and the jobbers seein to 
have been growing unmindful of their de- 
pendency, one upon the other, of their 
obligation to staunchly support each other 
in a spirit of mutual helpfulness and pro- 
tection. The average return on steel in- 
dustry capitalization in 1927 was 5.22 per 
cent, the lowest in recent years, While 
production declined less than 8 per cent 
from the high record output of 1926, earn- 
ings declined 24 per cent. 

“Iron and steel prices are now 38 per 
cent over the 1913 level; other industrial 
products about 50 per cent. Tron and steel 
wages are 125 per cent over the 1913 level, 
and freight rates are practically double the 
1913 basis. American business faces the 
necessity of collective effort to resist for- 
cign growing trade and business practices, 
which, though not unethical, are uneco- 
nomic. 

“Tt is well known to you and it must be 
apparent to all who are informed that if 
the price of sheets and strips is further 
‘beaten down, wage reductions may be 
precipitated. It is possible that if these 
wage reductions are forced on the manu- 


facturers of steel as they have been forced 
on the brick and textile industries, they 
will have a tremendous influence on other 
industries. This may mean a decrease in 
the purchasing power all over the country. 
He who flagrantly slashes prices, as well 
as he who just as flagrantly heckles the 
seller and breaks them down, cannot deny 
or ignor his responsibility when the facts 


F. 0. SCHOEDINGER 
Chairman Metal Branch, 
National Hardware Assn. 


show conditions to be as they are todav.’ 
Other interesting subjects came up tor 
discussion, such as simplification or stand- 
ardization, merchandising policies, business 
relations, direct mill shipments, delivery 
costs, market channels, etc. 
In relation to the question of improving 


GEORGE A. FERNLEY 
Secretary-Treasurer, 
National Hardware Assn. 


merchandising policies and business rela- 
tions, Chapin E. Harris, Brown-Wales Co., 
Boston, maintained the steel mills should 
take a greater interest in the warehouse 
and in the distribution of steel and steel 
products, but he feels that the greatest 
good can come from cooperation between 
the jobbers themselves. 








In his opinion many of the problems of 
the jobber are local. and by cooperation and 
faith in each other can be eliminated. Each 
local organization or association of jobbers 
should take up at least one problem a year. 
Within a year the Boston jobbers hope to 
solve the distribution problem. It is be- 
lieved that a plan will be worked out 
whereby deliveries will be uniform and 
costs reduced. “Distribution is becoming 
more and more localized, and business 
more and more a question of delivery.” 

A report of the sheet steel simplification 
committee was presented by the chairman 
of that Ledy, W. L. Latta, Wheeling Steel 
Corporation, Wheeling, W. Va. The re- 
port was favorably acted upon. It stated 
that at the October meeting a summary of 
a survey made by the division. of simplifi- 
cated practice contributed by 14 manufac- 
turers was presented and a 51 per cent 
adherence to roofing sizes and gauges was 
indicated. A similar survey has iust been 
made by that division and it is gratifying 
to note that 18 manufacturers reported and 


| the adherence has advanced to 55 per cent. 


The report further states: 

“The importance of sheet steel as a roof- 
ing material justifies the publication of 
standard gauges and sizes in a separate 
simplified practice recommendation; that 
the title of that recommendation shall be 
‘Sheet Steel Roofing’; that the present por- 
tion of the sheet steel recommendation as 
applies to roofing and siding be reaffirmed 
and republished without change; that the 
following paragraph be added and incor- 
porated as part of the established standards 
—Standard weight subject to the usual 
mill tolerances of 2%4 per cent plus or 
minus.’ ” 

In connection with the simplification of 
sheet steel it developed in discussion that 
demands in various parts of the country 
vary. It developed that 29 gauge gutter 
stock is still sold in the South and in some 
other sections of the country, but has been 
practically eliminated elsewhere, 28 gauge 
being the minimum standard. It also de- 
veloped that 214 in. conductor pipe is de- 
manded in certain sections of the country 
and that rather than lose customers de- 
mands are being fulfilled. 

Where demands for these now odd sizes 
are made, orders are treated as specials and 
an extra charge made. F. O. Schoedinger, 
Columbus, chairman of the association, felt 
the making of 29 gauge stock was retroac- 
tive and the situation sufficiently serious to 
warrant the appointing of a committee to 
make a report on the matter at the next 
meeting of the association. He appointed 
the committee. 

In connection with this subject, H. R. 
Colwell, division of simplified practice, De- 
partment of Commerce, Washington, 
quoted from The Iron Age editorial on 
Ban The Thin Roofing Sheet in the April, 

(Continued on page 73) 
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This window by the Treat Hardware Co. of Lawrence, Mass., won a sixth award in the 1927 contest 


Children’s Day Combines 


Fun and Sales 


Beginning of vacation season offers opportunity for making new 
friends for your store. 


a near-national holiday this year. One radical dif- 
ference between this and other holidays is that 
business is not asked to suspend; indeed, it is a part of 
the plan that stores remain open and make a special 
preparation for more visitors than on a usual Saturday. 
These visitors, the plan suggests, should be attracted 
by special exhibits for the children who are just out of 
school and are starting the long vacation. A further 
suggestion is that these exhibits be educative in the 
direction of suggesting organized play for the: summer 
days. 

James V. Mulholland, Supervisor of Recreation for 
the Department of Parks for the City of New York, has 
addressed a letter to each playground advisor in the 
country, suggesting that the advisor organize the move- 


© re ie pets DAY, June 16, bids fair to become 


Below is’ one of 21 mats for newspaper advertising supplied 
free by the Children’s Day Committee. They are in one to four 
; column sizes. 


CHILDRE 


Saturday JU 





ment for Children’s Day, asking merchants and others 
to assist. In many cities and some smaller towns the 
playground advisors were leaders in the movement last 
year and it is expected that many more will take-an 
active part this year.* Mr. Mulholland says: “Children’s 
Day has a prominent place in the New York calendar.” 

The date—always the third Saturday in June—is 
right for the preliminary organization of the summer 
vacation activities, which are coming to mean so much 
in the way of safety and education for children freed 
from school; safety because organized play with proper 
equipment keeps them from the streets. and_ traffic 
dangers. 

It is in this spirit, with the added incentive of attract- 
ing store traffic, that has attracted so many of the leading 
(Continued on page 100) 
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This 156-pound sword- 
fish was landed im 12 
minutes, a record, by 
Willey and Dr. Olds. 





HOUSANDS of yachtsmen and deep-sea fisher- 

men know Hollywood as the place where E. H. 

Willey keeps a hardware store at 5911 Franklin 

Avenue. These men are more interested in this 
store than in the movie interests, for here they can get 
the latest “low down” on who’s who in deep sea fishing 
at the moment, who is going out after tuna or sword 
fish. 

This reputation brings a nice volume to Willey, who 
is organizer and president of the Swordfish Club, 
which numbers more than 100 members. This distinc- 
tion is not particularly new to Willey, for he gained 
local fame thirty years ago when he and Jim Jeffries 
landed the first swordfish with a light tackle. 

The sport captivated Willey’s fancy and he has been 
a leader in this sort of fishing, and as sportsmen of 
the Pacific Coast and visitors heard of this unusual 
tackle sport they went around to Willey’s store to hear 
personally of the adventure, stayed to hear about kite 
fishing for tuna fish and other boating adventures, 

“Willey and Jim Jeffries 


then bought some Zt 
ee 3 eaught the first sword fish 


tackle and went out 
to try it themselves. 
i x light tackle.” 


leasure and Profit 


from the 2) 
EEP 


E. H. Willey’s Leadership in Sport He Pioneered 
Has Brought Fame and Trade to His 


Hollywood Store 





From. this time on, these men were followers of 
Willey’s sport and of course they make their head- 
quarters at his store, which is on a quiet tree-lined 
street far from the water and looks much more like a 
store that would do its big business in lawn mowers 
and other back and front yard equipment, except when 
Willey exhibits in the windows some of his unusual 
fishing equipment. 

Sword fishing has an excitement peculiarly its own. 
First comes the job of getting the attention of the fish. 
A small barracuda is used for bait. The final picture 


presented here is of a broadbill swordfish “finning” 
through the water after sighting the bait, in this case 























E. H. Willey and his 4-year-old son Merritt in front of the 
store on return from tuna fishing. 































HARDWARE AGE for May 10, 1928 


67 





put out from the Paprika Polley, Wiley’s private cruiser, 
which he loans to members of the Swordfish Club and 
other sportsmen he knows well. 

When the swordfish starts after the bait, the boat 
goes full speed ahead, for even the most adventurous 
of fishermen do __ F 
not like to “hold | 
the jine” in 
front of a 
swordfish when 
it decides to 
stick the keen 
rapier through 
the side of the 
boat. 

“Buck fever,” 
says Willey, “is 
a common com- 
plaint among 
amateur sword fishermen. When they see the fish bear- 
ing down, they realize how the rapier bill of a ‘marlin’ 
can slither through the side of a boat uncomfortably 
close to a man’s legs.” But this is the spirit of adven- 
ture that makes for the sport of deep sea fishing. 

Zane Grey, whose name is known 
to thousands of readers of western 
romances now being translated into 
movies, finds his own adventures 
in trolling for swordfish and is a 
frequent companion of members of 
the Swordfish Club. Grey consulted 
Willey on the equipment for his 
recent expedition to the South 
Seas. 

Norman McMillian, president of 
the National Bank of Hollywood, 
is one of the officers of the club, 
as are Clarence (“Shorty”) Roach 
and J. C. Dennerline, president and 
organizer respectively of the Ale- 
mite Company. 

There has been a distinct ad-. 
vance in the art of swordfishing 
during the activity of the club. 
New ideas in tackle and methods 
have been worked out. It took 
Willey and Jeffries two hours to 
land that first swordfish, but Willey 
and Dr. Olds landed the fish shown 
at the beginning of this story in 12 
minutes. 

Tuna fishing is another sport favored by the same 
men. Their method is to attach the line to a kite and 
let it trail in the water from the kite. Not many mer- 
chants understand the kite method of fishing and Wil- 
ley’s store prospers in this branch of trade because he 
knows all about it and has the complete line of instruc- 
tions. 

Willey’s leadership in these sports, his sympathetic 
advice and help to sportsmen, his willingness at all times 
to help his customers and friends to get the best sport 
possible, has made for his trade in this special line of 
fishing tackle, 
and with this 
trade naturally 
comes much 
other trade in 
sporting goods. 
He does not, 


of course, de- “finning” 


A broadbill swordfish 








The Paprika Polly, Willey’s cruiser, hitting 24 miles an hour off Catalina Island. 
Perhaps a swordfish was giving chase. 





Willey and Capt. S. Warren with a tuna 
fish caught by a kite line. 











pend entirely upon Hollywood for his trade, as his store 
is known wherever the Catalina Island sports are known. 
in Hollywood are 20,000 pretentious homes, and the 
occupants go in largely for yachting and deep sea fish- 
ing, and this “home” trade is not to be despised. 

Willey’s  ex- 
perience is like 
that of other 
sport enthusi- 
asts. He has 
found that trade 
follows _leader- 
ship and _ that 
sportsmen are 
enthusiastic sup- 
porters of men 
who will point 
out to them 
ways and means 
of bettering the sport to which they give leisure time. 
Few men who follow any sport, whether it be golf, 
stream fishing, tennis or deep sea fishing, have time to 
devote to the academic side of the sport and they are 
thankful. to the man who does this for them. They 
want to spend the time they have 
available for active participation in 
the sport. 





Some of those merchants who 
have not taken enthusiastically to 
sporting goods as merchandise say 
much of the seasonal character of 
the trade. At first glance, this 
seems to be a real objection. There 
always is a peak season for any line 
of sporting goods, but there are al- 
ways sporting goods seasons. [f it 
is not baseball, it is football, or 
hasketball, or trout fishing, or quail 
hunting or something else. And 
these seasons level the trade. 

Also the goods left over from the 
peak season are never quite dead 
stock. Think over how many base- 
ball bats are sold for Christmas, of 
footballs for summer, and how 
many enthusiastic fishermen like to 
drop in at all seasons and look over 
reels and flies at leisure and buy 
against the next season. 

Men who are ardent in only one 
sport give much leisure to that sport out of season, 
when they have money for supplies that during the 
active season goes for active participation. The main 
thing is to make the store the headquarters for “the 
gang” and to be sure that they will receive sympathetic 
conversation there. The man who meets them must 
feel some sort of cooperation and must know something 
of the current gossip, stories and records. He must 
know what is good about the latest equipment. 

Time spent in acquiring information about the various 
sports and in developing a reputation for knowledge 
along these lines 
is well spent, and 
the hardware 
merchant who 
will give it some 
thought and 
effort will profit 
thereby. 


sighted the bait. 


after it has 
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A Sales Story from the Park 


What a Photographer Told Us of the Picture He Caught on a Bright Spring Day 


city park an interesting story on toy selling. His 
story is in the picture printed on this page, and 

we merely interpret 

what the picture says 

to us. The photog- 

rapher stopped to 

watch the trio of chil- 

dren. He never sold 

toys, but he was in- 

terested. 

He spoke of the 
pride of ownership 
the three children had 
in their new toys, evi- 
dently bought in an- 
ticipation of out-of- 
door play in the early 
spring. These tiny 
vehicles, he said, were 
not saved over from 
Christmas. They 
looked much _ too 
new, and the cu- 
riosity of the three 
children about the 
mechanism, the speed 
and items of that sort 
was much too keen 
for familiarity. 

This pride of ownership impressed the photographer. 
The children were arranging contests of many sorts and 
were wagering on results freely (without putting up 
stakes) and getting a great kick out of winnings. The 
interest was running as high in this small group as it 
would be among their elders, who might be racing care- 
fully bred horses or contesting for dog show prizes with 
highly bred canines. 

“You can tell the world,” said the photographer, “that 
these kiddies knew the pedigree of their toys. They 
knew who was responsible for the gift and from what 
store it came. They knew all about them, and the con- 
versation reminded me of nothing so much as the discus- 
sions I heard at the stable entrance of the polo fields 
when I was working out there. These youngsters were 
up to the mark in knowing their entries.” 

And the photograph tells us another thing. Note the 
ages of the three children and their evident interest in 
the toys. The older two are more interested in the de- 
tails than the younger. And therein is something to re- 
member in selling mechanical toys. Very young chil- 
dren are not interested in mechanical toys, nor do they 
as a rule enter into competitive play. Very young 
children are interested only in things that they can do 
for themselves and in toys that have positive form or 
shape. 

In this case, where the child has older playmates, his 
interest in the mechanical toy is awakened at an earlier 
age than a child without such leadership, but even here 
the difference in the degree of interest is apparent. And 
so we believe that any person interested in selling play- 


A WANDERING photographer brings us from a 


things to children can learn many things from the study 
of such a picture as this, and we believe there can be 
no better schooling for this person who sells playthings 
than to go where chil- 
dren play and watch 
them. We _ believe 
that the best sellers of 
playthings will be 
those people who have 
small children at home 
where they can note 
the response of age to 
the various kinds of 
toys. 

The young man or 
woman who has small 
brothers or sisters at 
home, the parents who 
have an opportunity 
to note the interests 
of their own children, 
or salespeople who 
will visit playgrounds 
and parks and note 
the conduct of the 
children as they play, 
entirely unconscious 
of observation, will 
receive lessons in sell- 
ing that will not only 
help them to make larger daily totals, but will equip 
them to tell gift-hunting customers which sorts of toys 
are best for children of various ages. 

These salespeople who watch and study the children 
themselves will have numerous actual instances to tell 
these gift-hunters of how toys affect children. They 
can assure any foolish uncle who believes the youngster 
of three is of a mechafiical bent that few children of 
three can or will wind up a mechanical locomotive ; that 
a child of two or three will indifferently watch his father 
or uncle operate a mechanical hod carrier for a few min- 
utes and then return to his blocks. 

This sort of knowledge makes good salespeople in the 
playthings department, and their suggestions make for a 
better reputation for thé store. 

Also from this picture we see other suggestions: 

First and most important is the suggestion that play- 
things are not entirely a Christmas season sales item. 
Practically every family today, except the very poor, are 
buying playthings for children at various seasons. Birth- 
days come all year, and children today have money of 
their own that they like to invest in amusement for 
themselves. The merchant who wants to build a first 
rate Christmas business should keep the playthings repu- 
tation of his store alive all year. This does not mean 
an elaborate department, but a representative stock. 

Next comes the trade gain likely to result from the 
childish pride of ownership. It is easy to imagine that 
one of these children thinks the store at which the fa- 
vorite plaything came as a sort of a magic shop where 

(Continued on page 101) 
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Jaising a 
Tent 


Like an Umbrella 


Newer camping accessories add miles 
and joy to camper’s life and sales for 
the hardware dealer. 


By George O. Benson 


UST how many of the automobile 
tourists one sees on the roads to- 
day live in apartments equipped 

with in-a-door-beds, kitchenettes and 
other time and space-saving furniture, 
we do not know. But we do know 
that the modern tourist, when he takes 
to the road, wants to take with him as many of the 
home conveniences as possible and to cover even more 
ground than is possible. 

The old idea of finding a good camping ground and 
staying there for a week or more is definitely out of 
the average program. Apparently the tourist of today 
does not expect to be on the road next year. He wants 
to see Yellowstone Park and the Gettysburg battlefield 
the same season, and to fish in all of the streams be- 
tween these two locations. So he has little time for 
camp work. 

Whether this tourist travels in a Model T Ford or a 
Packard with a trailer, he expects to take with him his 
tent, radio, fishing tackle, camp stove and all of the 
other things that go to make life enjoyable and com- 
fortable. He has no time to rove the woods cutting 
tent poles and stakes, and besides, the farmer is tired 
of that also, and such expeditions are likely to wind up 
in the magistrate’s court. 

And in this last phase of the situation lies the oppor- 
tunity of the hardware dealer who may or may not sell 
tents. Tenting today is 
nothing like it was in the 
days of “Tenting on the 
Old Camp Ground.” 
Those men who did so 
much credit to the funny 
caps they wore in Civil 
War days. would be 
amazed to see a regiment 
of tourists set up for the 
night in an average tour- 
ist camp on the edge of a 
Middle West village to- 
day. 

When the cars roll in, 





An ordinary metal tent stake 
and a non-rusting sort after 
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Above—A camping outfit like this 
packs in less than half the space an or- 
dinary outfit did a few years ago 


Left—Complete umbrella tent assem- 
bly of tubular steel showing erected 
and collapsed form 


Below—Selling an umbrella tent frame 
is a simple transaction 


the leader steps out, picks a bundle of bright metal rods 
from the running-board and proceeds to unfold them. 
In a few minutes he has set up an umbrella-like frame 
for a tent. The center pole and the arms reaching to 
the corners telescope into easy packing lengths and pull 
out to the desired size. The cloth goes over this frame 
and then he tests the ropes for the stakes. These are 
metal and are driven into even the hardest earth with a 
few blows. The ropes are fastened to special hooks and 
the camper is ready to test the nearby stream for fish, 
while the rest of the party gets out the folding camp 
stove, set up the radio, and everything is jake. 

Now as to this metal tenting equipment. It is brought 
to our attention that a good many hardware dealers are 
overlooking a merchandising opportunity in neglecting to 
stock this hardware. 

The newer sort of metal tent stakes are well standard- 
ized, so they do not make a multitude of stock items. 
Also, the newer sorts are Parkerized, which means al- 
most as much to the hardware dealer as to the camper 
—for they do not rust. He can keep them in stock in- 
definitely, store them almost anywhere and display them 
outside the store in damp days, and need not worry 
about deterioration or disfigurement. And that is some- 
thing. 

The tubular steel uprights, ridge and center poles are 
the same sort of merchandise. They add safety, speed 
and convenience to all camping operations. The tele- 
scoping feature greatly facilitates packing. 

(Continued on page 101) 
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Scenes such as this are not unusual today, due to the popularity of archery tournaments throughout 


the country 


The Spirit of Romance Clings Strongly to Archery 
With Its Tests of Strength and Skill in the Modern 
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The stories of Robin Hood 
are familiar to all of us 
and the spirit of remance 
that clings to the sport 
of archery may be capi- 
talized by the hardware 
merchant 


HAT mer- 

- W cian would 
not, if he 

could, summon the 
bold and active 

Robin Hood as a 
salesman in his store? Or who would not give space 
at the right hand of the front door to Strongbow to 
greet the customers as they enter? And, for entertain- 
ment, what can equal Stevenson’s “The Black Arrow” 
as a fascinating tale? 

Today in the outdoor magazines there are tales from 
which the boys and girls of all ages, who love the open, 
are learning of killing game with arrows, of feats of 
eye and strength in distance records and skill in cluster- 
ing arrows in the clout of a target at distances and in 
numbers that compare favorably with the records of 
those famous archers of the time when the bowmen won 
the battles of Agincourt and Crecy. 

Those wondrous tales of the days before gunpowder 
wrested from the bowman the place of honor in the 
ranks of powerful armies of the day are familiar to 
boys of today. Greece and Rome neglected the bow and 
arrow as weapons and the bowmen conquered them. 
England scorned this weapon until the time of the 
Crusades came and then bowmen were trained to lead 
these wandering hosts, and English fame spread afar. 
There were. times in England when other sports than 
archery were forbidden and Henry VIII forbade prac- 





Bow and Arrow 


tice at less than one furlong (% mile), and it was in 
these bold days that the archers of romance were trained. 

The practice of archery began before recorded his- 
tory. Among the oldest records of civilization are draw- 
ings of bows and arrows and stone arrow heads. The 
practice has never disappeared. In fact, the crossbow 
was used as a weapon war as late as 1860 by the 
Chinese. As archery slowly disappeared from the civil 
wars of England, societies, often under royal patronage, 
kept the practice alive. 

The American pioneers learned at a heavy cost of the 
deadly efficiency of a properly used bow and arrow, and 
perhaps it was admiration for the skill of their enemies 
that caused too many of these pioneers to become skillful 
with this weapon—or perhaps it was an economy of 
powder and bullet, often difficult to obtain. 

Be that as it may, archery has been kept alive in this 
country and lately there is a lively revival. Within 
recent years many cities have set apart greens in parks 
for practice with the bow and the fascination of the 
sport, the picturesque costumes associated with it, the 
romance of sport, the demands for strength and skill, 
the beauty and implied romance of the picturesque 
photographs for the roto sections, the opportunity for 
rest dnd sociability durirfg the meet have combined to 
make it popular. 

Some hardware merchants have found that lending 
time and facilities to the promotion of archery has 
proved both enjoyable and profitable ; just as others have 
found that time and effort given to promotion of gun 
clubs and golf have supplied recreation and business. 

Archery knows no age. The tiny tots like to fashion 
harmless bows and arrows in the home. The older 
boys and some of the girls like to play at Indian, and 
the bow and arrow is a necessary adjunct to these cos- 
tumes. Boy Scouts and Campfire Girls have used arch- 
ery to give zest to their camping parties. Men and 
women don gay clothes and go out on the green to chat 
and shoot. The rules have not changed. Today’s bows 
and arrows are made in duplicate of those carried by 
Spanish and English soldiers in their campaigns. There 
are, of course, some that are lighter than these weapons 
of death, just as there were in days when archery was 
the only unforbidden sport and what recreation the 
women of those days were permitted away from the 
homes was at the green. 

The rules are unchanged from-many years.ago, and 
the directions for practice are the same. They can 
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only be briefed in the space here. Anyone wishing to 
know more can obtain books from standard libraries. 
We suggest “Archery,” by Dr. Robert Elmer, himself 
a champion, and “Hunting With the Bow and Arrow,” 
by Dr. Saxton Pope, well remembered as a magazine 
contributor of a few years ago. He told fascinating 
stories of killing fish with arrows. A brief statement 
of the rules is here given: 

“To string the bow, keep the flat side toward the 
body and place the lower neck against the instep of the 
left foot, holding the center of bow with the left hand. 

“To bend the bow, push the upper end away from the 
body with the right hand and at the same time carry 
the loop of the string to the notch in the upper neck 
with fingers of the right hand. 

“To shoot the bow, grasp it by the grip with the left 
hand and hold it horizontally, fingertips down, notch the 
arrow in the string, colored or cock feather up. 
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“The pads of first three fingers of the right hand are 
curved around the bowstring above the first joints, with 
the arrow notch resting between the index and middle 
fingers. 

“Assume such a position to the target that an imagi- 
nary line from the target passes through both heels with 
the left side of the body toward the target. 

“At full draw, the left arm should be completely and 
rigidly extended and the bow held perpendicularly. The 
right arm should be in a direct line with the left and 
the right thumb touching the right side of the chin 
directly under the right eye. 

“The archer does not aim along the arrow, as one 
aims along the gun barrel, but over the arrow point at 
a distant object above or below the center of the target. 

“The instant the aim is complete, loose the string by 
quickly straightening the fingers of the right hand, and 

(Continued on page 104) 
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Kampkook Window Display 


American Gas Machine Co., Inc., Albert 
Lea, Minn., is offering to dealers a new 
Kampkook window display, featuring the 
Kampkook stove for campers and tourists. 


tion. The propeller also revolves, and the 
tail bobs up and down, giving the toy a 
very realistic appearance. 

Heavy gage material is used through- 
out and the tey is remarkably sturdy. It 


Lendzion Making Golf Bags 


The Lendzion Leather Goods Co., 1847 
North Ashland Avenue, Chicago, IIL, 
known to the hardware trade as a manu- 
facturer of mechanics’ tool bags, is intro- 


is finished entirely with sprayed-on enamel, 
the body being green with the wing tops 
and propeller red. The rudder is striped 
in red, white and blue. It is 19% in. long, 
18 in. wide and 6 in. high. The propeller 
is 634 in. The gross weight in 24% Ib— 
packed in standard packages of 12. 


Of Interest to Fishermen 


Two new products of interest to sports- 
men have been recently placed before the 
trade by The Air-Fed Mfg. Co., Quincy, 
Ill. These devices, the Air-Fed Fish Tank 








This display is 20 in. wide by 30 in. high, 
and by means of a special process has an 
| oil paint finish in sixteen colors. It can 
| be washed in ordinary soap and water 
| should the display become soiled. The 
colors will not fade if placed in the glare 
| of the sun. This display is being furnished 
| to Kampkook dealers on request. 


ducing a new line of golf bags. This new 
line will contain a full assortment rang- 
ing from high-grade full leather bags 
down to canvas bags without stays. Sev- 


eral bags in attractive plaids are designed Ba i | 
for ladies’ use. Dealers can obtain descrip- : " 
tive literature and prices by addressing 
the company. 


Empire Express Monoplane 


An entirely new toy is being placed on 
the market by the American Flyer Mfg. 
Co., Chicago, Ill., in its Empire Express 
Monoplane. This toy, created to meet the 
public interest in airplanes, in general de- 
sign and appearance resembles Lindbergh’s 
famous “Spirit of St. Louis.” 

It is a pull toy with a ratchet arrange- 
ment attached on the wheels which sounds 
like the exhaust of a motor when in mo- 





and the Air-Fed Minnow Bucket, both 
work on the theory that air is vital to a 
fish’s life. They automatically supply air 
from chambers beneath the water compart- 
ment. These chambers are filled by means 
of a small hand pump on the side of the 
tank or bucket. 

A needle valve in the bottom of the 
water compartment automatically sends a 
small stream of air bubbles up through the 





It’s Different Now 


Back in 1908 druggists did not carry 
electrical goods; shoe stores did not sell 


| socks and stockings; hat stores did not 
| carry gloves, 
| thought of carrying leather goods—and 
| hardware stores did not sell. toys. 


and cigar stores never 


Business conditions are entirely. differ- 
ent in 1928. Few stores confine themselves 
to one line. Why should the hardware 
store? Toys and sporting goods are find- 
ing quick and ready sale in hardware stores 
everywhere, Just because these items were 
not carried in 1908 is no reason for neg- 
lecting to keep abreast of the times. 





Model Boat Construction 
Sets 


Model boat construction sets 
are being manufactured by the 
H. E. Boucher Mfg. Co., 150 
Lafayette Street, New York City. 
These model boats have been de- 
signed to be easily put together, 
and after the job is completed, 
the boats can be sailed. 

The entire line of boats are 
packed in cardboard boxes with 
attractive cover designs suitable 
for counter display. Each set 
contains all parts necessary for 
a high-grade boat. The illustra- 
tion shows one of the construc- 
tion sets as laid out. 
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Shapleigh Issues Card of ‘Suggestions 


to Retailers 


Helpful hints, on how to make the 
hardware store more successful and 
able to compete profitably with op- 
position, are sent out by St. Louis 
house. 


The Shapleigh Hardware Company, St. Louis, Mo., 

have designed and are mailing to their customers a wall 
card headed: 
“A FEW FEEBLE HINTS OR SUGGESTIONS ON 
HOW TO MAKE A HARDWARE STORE SUC- 
CESSFUL AND ABLE TO COMPETE PROFIT- 
ABLY WITH OPPOSITION.” 

They assume the problems of the retail hardware 
merchant to be their problems, and that it is necessary 
for them to do all they can to raise his standard by 
offering him helpful ideas and suggestions for the 
benefit of his business. 

Present day competition has made great changes in 
the retail hardware business. It is a case today of brains 
pitted against brains. The hardware merchant must 
prove himself an up-to-date business man if he expects 
to hold his place in the field. 

Reams of literature are prepared every day relating to 
this problem. The difficulty is to separate the wheat 
from the chaff. That is what they have tried to do in 
getting up this card. . 

The fact that women more and more are doing the 
family buying, that merchants must exhibit the goods to 
the buyer, make intelligent use of show windows, watch 
stock turnover, have attractive stores, etc., are brought 
out in a concise, forceful way. The subject matter is 
original with them and they believe will be of service to 
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A Few Feeble Hints or Suggestions on How to Make a Hardware 
Store Successful and Able to Compete Profitably with Opposition. 


gestions are like the safe prescriptions of the ——<. you toke 
(ood—at an 


These sug 
them, they may do you ¢ 
OBJECT of any 


PRIME 
of retail store ia to get 
iM to come into it, to like to 


days. 
about this being the most mepertent 
chitg ih cesailing. The question to 
how to do it. 


q First, we will start with the outside of 
the store. bine hots an Ase - Howe —bright 
colors. So 

bright and Satine gona 

or bright Bo or yellow—oran, 

pe el at pe Doar i oslo, Paint it so 
that it stands out ike a sore thumb and 
can be recogni: he colorful front, as 
the hardware score, ce want to 
go to. 

q a windows are no good unless people 
look at ‘em. So make them sede a 
How? * First, by cleaning the glass and 
everything around it, a 


clean. If you haven't g prey ons in your © 


show windows that psby can look through 
clearly and see what's in the window 
change it and put some in—some plate 
glass. 
q@ Next, have the ho gpa in your window 
ee that will make people stop 
and look a a ee 
display of “tiuminum ware, or @ 
pie in a Pyrex dish, or a monke: 
not—be sure to reas it sot 
attract the attention of t 
and they will stop and gaze at it. 
@ Have your sign where x carlhe can see it 
without having to break their necks look- 
ing up into the sky 
b If the law allows od pce have your front 
se ange open easily, without 
can get in- 





side china, 90 Joy ‘esabie. Have it wide 
enough, if you can, so that incomers can 
pass outgoers without rubbing against 
each other. 


@ Now, we've got them inside the store, 
which is what we started out to do. = 
ing them in t enough. They m 
Ee picesed after they gue in ent dese 06 to 

again. ee ee ee on 





inside of your store 


eye be greeted with things, 


ise. Have the atmos- 
store so that 


any rate they won't do you 


'y harm. 


= vty tags clean. Keep the clerks 
, the porter clean, and the prop- 
Sour clean. it hardware stores carry 
paint. Use a little pe on your own 
place. Make your keep everything 
painted up clean. 
@ Another thing, teach your clerks how 
to wait on customers, how to make sug- 
gestions for other — suggestive 
selling. 


q@ Stay out in the front part of the store 
yourself Make the personal ogee? 
very prominent. This is where you have 
the vedveantage of 5 and 10 cent stores, and 


interest the customer Your money is 

ae elling merchandise, not in buy- 
ing ii 

@ Watch your stock of merc! inontios ve 

enough to take care of your rade, but 

don't over-stock. Eliminate all the slow 

selling articles quickly, at a loss, if nec- 


Y essary. 


ive credit, collect your bills 

tlet them run. You desire 

to sais pinot, of the cash discount on 

what you buy, t! lore, you must train 
your customers to pay you promptly. 

q Advertise. There are many ways of do- 

ing this, other than in the columns of the 


net a 


SYS 
KY 4 


AD, 


local paper. A favorite way oftheSand10 fp 
hold of a lot of some [& 


price card on it, selling it at cost, or 
than cost. As they rarely advertise in the 
by probably 


newspaper, get just as 
cheap that way as the other. 
q ha a a ca 


@ Let people know that you are on earth, 
that ee are willing to sell them some 
times, without a profit, 
‘tet it will get them into the 
store and that the purchases make 


- on other articles while in the store, will 





ject. It is well mn that you can't sell 
any quantity of merchandise without hav- 
ing it displayed so customers can see it, 

and if necessary, come et to it and 
ps Therefore, it 
have display tables with merchandise on 


for the goods ee oe be 
aS sampled 
them. This requires that the 





is necessary to,. 


Investi thoroughly the question of 
p Thee ee a8 went Dias 


business control. , 
It's a big yject—no space for it_here. 
But get in touch with the National Retail 
iation and 


ware 
Jor ther willtbe of grest rales to you. 
great value to pro- 
vided you put it into effect. 
@ In fact, all good advice (and the above 
« pahaaas paaaaee “ong type ap pe 
an 


here, is of no ac- 








the merchant. 


The company suggestions should be read often by the 
A good idea would be to have 


dealer and his clerks. 


the card hung up where it can be read every day. 


contains a world of common sense. 


A copy of this card will be sent to dealers upon 


request. 


It 
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1928, issue. Mr. Colwell, speaking for his 
department, said that its conception of the 
fundamentals of successful promotion of 
standards is as follows: 

First—The successful elimination of 
waste in production, distribution and con- 
sumption demands the wider adoption and 
use of standards. 

Second—Standards, to be more widely 
used, must be promoted, or sold, by the 
group which develops them. 

Third—The success of any standard is 
measured by the degree or extent of its 
actual application or use. And 

Fourth—Progressive advance in stand- 
ardization is dependent on frequent audit 
of the usage of existing or recommended 








Metal Branch Studies Distribution Problems 


(Continued from page 64) 


standards. 

G. F. Ahlbrandt, The American Rolling 
Mill Co., Middletown, Ohio, gave an ad- 
dress on the process of rolling continuous 
sheets, and Robert H. Lyon, Lyon, Conk- 
lin & Co., Inc., Baltimore, spoke on present 
conditions concerning mill direct ship- 
ments. A. L. Philbrick, the Congdon & 
Carpenter Co., Providence, R. I., and 
chairman of the overhead expense commit- 
tee of the National Hardware Association, 
discussed expenses of the sheet metal dis- 
tributor as fitted to sales. 

Subjects that came up for discussion in- 
cluded methods to be employed to increase 
the use of Terne plate, the report of the 
Terne plate simplification board of review 








Weirton Steel 
the 
justification of free truck delivery of sheet 
metal as based on the margin of pcofit, 
and channels through which sheet steel 


of which L. D. Brueckel, 
Co., Weirton, W. Va., is chairman, 


seconds are being marked. Friday’s session 
of the association was cut short to permit 
attendants from the West to catch trains. 
L. D. Mercer, Central Alloy Steel Cor- 
poration, Massillon, Ohio; F. J. McNeive, 
W. F. Potts, Son & Co., Inc., Philadelphia ; 
John Follansbee, Follansbee Bros. Co., 
Pittsburgh; G. F. Ahlbrandt, American 
Rolling Mill Co.; and W. T. Ryan, E. P. 
Sanderson Co., Cambridge Mass., were re- 
elected members of the metal committee. 
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International Hardware-Housefurnishings Mart 


Under Way at Grand Central Palace, New York 


Allotment of space provides the manufacturer or distributor 
with both display space and office facilities, with switch- 
board connections with each company’s space 








RAND CENTRAL PALACE, New York City, 
will soon become the home of important perma- 
nent industrial exhibits combined with the New 

York offices of manufacturers. For the many domestic 
and export buyers who visit New York regularly on 
buying trips, the Palace will offer a centralized mart, 
where merchandise may be compared and new items in- 
spected. Of particular interest to the hardware industry 
and trade is the news that the first section to be com- 
pleted is the International Hardware and Housefurnish- 
ings Mart taking one floor or more, and to be opened on 
Oct. 1. 

Condé Nast, the publisher, heads as president, the cor- 
poration which has purchased the Palace. 
Mr. Nast was at one time an active factor 
in the United Publishers Corp., of which 
HARDWARE AGE is a part. With him are 
Francis L. Wurzburg 
as vice-president, Mac- 
Donald DeWitt, treas- 
urer, and Frederick L. 
Kelsey, secretary. C. 
H. Benham, the gen- 
eral manager, has for 
many years been asso- 
ciated with the interna- 
tional Exposition Co., 
and has taken an ac- 
tive part in many of 
the largest trade expo- 
sitions held regularly in 
the Grand Central Pal- 
ace. 
The development of 
the International Hard- 








Cc. H. BENHAM 
Left: PETER P. 
AR 


Right: JAMES H. 
CORNELL 


ware and Housefurnishings Mart has brought back to 
the hardware field two well known men who properly 
belong there. Peter P, Carney will be an assistant to 
Mr. Benham, and have charge of all publicity work. 
James H. Cornell is the manager of the Hardware Mart. 

Neither require an introduction in hardware circles. 
Mr. Carney for the past few months has been adver- 
tising and publicity director of The Mennen Co., but is 
better known for his work with E. I. du Pont de 
Nemours & Co., Wilmington, Del., Winchester Repeat- 
ing Arms Co., New Haven, Conn., and Remington Arms 
Co., Inc., New York City. He has for many years been 
a contributing writer to hardware, sporting goods and 
outdoor magazines. To him goes consid- 


erable credit for the elimination of the ten 
per cent excise tax on sporting arms and 
ammunition. 


Mr. Cornell was 
brought up in the hard- 
ware trade, having been 
associated for many 
years with his father, 
H. A. Cornell, in the 
Brooklyn firm of S. W. 


Cornell, Inc. He is 
well known among 
hardware men, has 


been an active associa- 
tion worker, attended 
conventions and visited 
frequently leading 
hardware factories. 
The International 
Hardware & Housefur- 
nishings Mart has al- 
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This view and the one on the opposite page were taken at Grand Central Palace, when a former organization conducted a similar enterprise, 


closed a few years ago due to the sale of the building and its temporary conversion into office spaces. 


The present operators are also owners 


of the Palace 


ready received the written endorsement of the Brooklyn 
Hardware Association, North Jersey Hardware and 
Supply Association, Hardware and Supply Association 
of the Manhattan and Bronx Boroughs, Inc., and the 
New York Hardware Boosters. Mr. Cornell was re- 
cently elected a member of the last organization. 

As the hardware section gets under way attention will 
be directed toward the development of an exposition 
with offices for the printing trade, agricultural machin- 
ery, airplanes, machine tools, factory 
machinery and those industries 
which investigation shows require 
a centralized market in the metrop- 
olis. 

The allotment of space provides 
the manufacturer or distributor 
with both display space and office 
facilities, with switchboard connec- 
tions to each company’s space. 

In a recent statement, outlining 
the services to be available. Mr. 














Benham said: 

“There are innumerable advan- 
tages for the manufacturers of 
standard products in being able to 
display their wares in a centralized 
market place such as is planned at the Grand Central 
Palace. 

“They will be able to show their actual products in 
conjunction with their New York office at a mnimum 
cost. 

“In addition to their own advertising program, they 
will participate in the advertising of other manufacturers 
in the same field who will naturally mention their dis- 
play in the Grand Central Palace in all their advertising. 

“In addition, the management of Grand Central Pal- 
ace will: spend thousands of dollars in advertising in 
trade publications and other media in this and other 
countries for the purpose of attracting interested pros- 
pects to the great market center. 














Try A Hardware Style Show 


RESS shops and shoe stores have style shows and 
thus encourage many extra sales. Why not have 
a “Style Show” in a hardware store and boost the hard- 
ware sales thereby? Hardware styles nowadays are 
quite different from years ago. Take one instance, 
hardware and housefurnishing for the home. Think 





Grand Central Palace 


“A service bureau will be conducted in connection 
with each exposition for the purpose of cooperating 
with both manufacturers and prospective buyers. This 
bureau will assist manufacturers in every way possible; 
and for the buyer—hotel reservations will be made, 
theatre tickets will be secured, mail received, appoint- 
ments made, and other details of a like character taken 
care of without charge. 

“The cost to exhibitors will be kept at a minimum. 
The rental charge will be 25 cents 
a square foot per month, and this 
25 cents includes all of the services 
outlined above. 

“This permanent exposition idea 
gives a manufacturer a New York 
office and sales and show room, 
enables him to participate in a big 
advertising campaign to stimulate 
interest in the products of his in- 
dustry, the opening of new business 
channels, with office facilities, sten- 
ographic help, telephone service, and 
all other details at his disposal. 

“New York is the natural and in- 
evitable buying market of the 
world, and everything will be done 
to make Grand Central Palace a place for every buyer 
to visit when in New York. In fact, buyers will be in- 
vited to make Grand Central Palace their headquarters.” 

Grand Central Palace is on Lexington Avenue, New 
York, occupying the block from forty-sixth to forty- 
seventh Street. It is 275 feet long and 200 feet wide, 
and has 35,000 square feet for exhibition purposes on 
each floor. It is the greatest exposition building in the 
world. 

Each exposition will have its own advisory board to 
pass on matters affecting the particular industry it 
serves. The hardware advisory board will be announced 
when completed. 





what an interesting comparison you could make on many 
items. The recent boom in colored articles will help 
greatly in the comparison. Why not stage a hardware 
style show in your store? Make comparisons of hard- 
ware of the past and of today in your windows, in your 
advertising, and in your store itself. 
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The industrial type fence has been used for the protection of factory grounds for many years. Here is a modern factory enclosure 


By Elmer T. Wible 


on the market for many years, its use has been of fence will, for the most part, comprise playgrounds, 
school properties, ath- 


letic fields, parks and 
swimming pools; that 
is, for the purpose of 
protection to persons 
rather than protection 
to property. How- 
ever, it will have some 
commercial or indus- 
trial application even 
in small towns for 
such purposes as in- 
closing coal yards, 
fair grounds and used 
car lots. 

Larger cities, with 
their large factories, 
parks, storage yards, 
zoological gardens, 
reservoirs, exposed 
retaining walls, park- 
ing lots, estates, 
schools and _ other 
property, where effec- 
tive protection is es- 
sential, naturally of- 
fer a large market 


, LTHOUGH the industrial type of fence has been In the smaller communities the market for this type 


confined pretty 
much to certain appli- 
cations in large indus- 
trial centers. 

Just now a large 
demand for this type 
of enclosure is spring- 
ing up from commu- 
nities of évery size. 
It has in a very short 
period of time be- 
come recognized as a 
necessity for  play- 
grounds, athletic 
fields, school grounds, 
parks, cemeteries, 
country clubs, private 
estates, industrial 
plants, storage yards 
and the many other 
places where it is nec- 
essary to control en- 
trance and_ egress 
from the property. 

There are many 
reasons for this 


marked increase in 
for protective fences, 


demand, but in a gen- 

i Dignity and privacy for large homes and estates are established in an economical : 
eral way the two out manner with some of the available designs in protective fences. Such a fence is but as a certain share 
standing reasons are: illustrated here of this business is 


first, the motor ve- handled by fence con- 
hicle, and second, increased population. The motor tracting firms, it does not represent a proportionately 
vehicle has made the street a death trap for playing larger market for the retail hardware store. 

children; and increased populations inevitably lessen In fact it is probably the hardware merchants in towns 
respect for property rights. and cities under 50,000 population who have the great- 
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‘est opportunity to benefit by this new fence market. 
Such communities do not provide enough fence erection 
work to occupy a fence building crew full time, and, 
therefore, the business can best be handled by the hard- 
ware merchant along with his other fence lines. 

In order to handle this type of fence in a substantial 
way, the hardware merchant should make some arrange- 
ments for erection 


and wire products, with certain advantages in prices 
and freight rates due to making up carload lots. Every 
feature of the product fits in with your regular mer- 
chandising practices, with the possible exception of the 
erection service, and this can readily be arranged as 
outlined above. 
Some of the fence fabrics are ideally 
adapted also to mis- 
cellaneous uses, such 


industrial 





service. If he happens 
to have in his store a 
man who really. un- 
derstands industrial 
fence building, that 
man can supervise the 
construction jobs that 
come up. In some 
cases arrangements 
can be made with a 
building contractor in 
the community to 
erect such jobs as are 
not to be erected by 
the purchaser’s own 
men. If neither of 
these plans are prac- 
tical, the fence manu- 
facturer can arrange 
to send a professional 
fence building fore- 
man to come in and 
with local labor build 
the fences. 

The fact that you 








as window guards, 
tool room and garage 
partitions, bird pens, 
zoological cages and 
other uses _ limited 
only by the needs and 
ingenuity of your 
customers. 

The industrial 
type fence is a com- 
paratively new item 
in towns and moder- 
ate sized cities, and 
now is the time for 
you to make sure that 
it is to be a hardware 
store item in your 
city. It is a product 
that can be sold at an 
ample margin of 
profit, supports sev- 
eral other lines that 
you handle and will 
add in a desirable way 








handle a fence of this 
type will help you to 
become known in 
town as a progressive fence man and will contribute to 
your greater success in the sale of lawn, poultry, garden 
and farm fences. The protective type of fence can be 
purchased from the same sources as your other fences 





Tennis courts, playgrounds and athletic fields are not properly equipped unless 
effectively enciosed 


both to your volume 
and earnings. 

The illustrations 
accompanying this article give but a glimpse of the 
many uses to which this type of fencing may be put. It 
will prove profitable for the hardware merchant who 
gives it real consideration. 


oe 





Schools and other institutions need the protection of an effective fence 
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These Letters Give Worth-While Opinions 


on 


The Guarantee of Tools 


That the guarantee of tools has been greatly abused is the agreement of 
practically all the correspondents on this much discussed subject. 
Opinions differ, however, as to the remedy that should be applied. Here 


are some of them and more letters will appear in subsequent issues of 


HARDWARE AGE. 


Guarantee a Difficult 
Problem 


“THIS tool guar- 
antee is a _ very 
complicated ques- 
tion, one which I 
do not feel myself 
able to solve, but it 
seems to me that it 
is a question prac- 
tically for the 
manufacturer _ to 
decide for himself, 
and we think the 
jobber should fol- 
low the manufacturer’s guarantee 
absolutely. If the manufacturer is 
liberal, the jobber should be liberal; 
if the manufacturer is conservative, 
the jobber should be conservative. 
Of course, I think it would be a great 
thing to eliminate guarantees en- 
tirely, if possible, but I do not be- 
lieve any manufacturer could afford 
to do so.” 

(Signed) J. D. Moore, 
President, 
Moore-Handley Hardware Company, 
Birmingham, Ala. 








J. D. MOORE 





Discontinue Word “Guar- 
antee”’ 


“IN the writ- 
er’s opinion, not 
only the ‘small 
tool manufac- 
turers, but all 
manufac- 
turers should dis- 
continue using 
this word alto- 
gether. We could 
suggest as a sub- 
stitute the words 





ROY R. ROTH 


|is guaranteed. 





‘First Quality.’ 
Our reason for 
this is any manufacturer who turns | 


out goods that are actually first 


| quality will stand behind them in so 


far as they may be defective as to 
material or workmanship. We, our- 
selves, go that far with all of our 
customers when we sell first quality 
goods, but no further. All of our 
salesmen have instructions to avoid 
the use of the word ‘guarantee’ 
when selling goods to our customers. 
While, on the other hand, if the 
goods are actually first quality, they 
explain to their customers first 
quality means manufacturers or we 
will make good any article that is 
defective through flaws or material 


| used that does not come up to the 


standard 

“At this writing we have in mind 
one particular tool, each of which is 
covered with a flaring label that it 
While it is a big 
seller, we actually believe that the 


| word ‘guarantee’ on the label causes 
| an astounding quantity of them to be 
| returned to us for credit, many of 
| which both we and the factory know 


are not defective but have actually 


| been abused and plainly show that 


they have been mistreated for no 
other reason in the world than a 
guarantee label. While on the other 
hand, we have practically the same 
tool of another make and it sells 
equally as well, the label on which 
reads ‘first quality.’ The returns on 
this latter tool are so small, very often 
we go as long as two years before 
calling factory’s attention to same 
and asking them for credit. This is 
only one instance among many and 
we think it is a very good reason 
why we are absolutely against the 
use of the word ‘guarantee.’ ” 


(Signed) R. R. Rotu, 


House-Hasson Hdwe. Co., 
Knoxville, Tenn. 





They are from worth-while sources. 


Is for a Limited Guarantee 


‘oe HERE 
an un- 
conditional or 


unlimited guar- 
antee is made it 
is presumed 
that the manu- 
facturer charges 
enough for the 
tool to compen- 
sate him for the 
expense incident 
to making re- 
placement free. 
Certainly neith- 
er the dealer nor 
the user could 
in justice expect 
anything _ else. 
And if this be true and the ultimate 





Cc. L. GLASGOW 


| user pays therefor, then ground for 


complaint of manufacturer has been 
removed. 

“The purchaser of a tool may not 
be, and usually is not, a judge as to 
quality and, if relying on the repu- 
tation and name of the tool and the 
manufacturer with which he may 
have become conversant, he buys, 
then such condition would support 
a lean market for any new tool that 
might be brought out later. The 
ultimate user in the absence of 
definite information must rely on 
the warranty, and surely he is en- 
titled to some assurance that the 
tool is worth the price charged or, in 
other words, that he is receiving full 
value for his money. 

“T am not a believer, however, in 
unlimited guarantees, for while the 
majority of the users may be honest 
and would use the tool with the same 
care as though not warranted, there 
are times when the user will inten- 
tionally or carelessly use a tool to its 
injury for the express purpose of ob- 
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‘taining one of different design, size, | 


style, etc. 

“T believe all tools should be guar- 
anteed against flaws and temper 
with reasonable use and for a lim- 
ited time, but it is often difficult to 
replace or rather adjust for returned 
tool with unlimited guarantee with- 
out displeasing the customer or im- 
posing on the manufacturer. If 
withdrawal of warranty meant re- 
duction in price, then by such less 
expense the purchaser becomes his 
own insurer. I am of the opinion, 
however, that the user would be 
better satisfied to pay a higher price 
and be protected than a lower price 
and find himself in the midst of a 
market where quality could not be 
determined by the inexperienced. A 
reasonable guarantee as to time and 
temper would meet every demand, 
and then, with the dealer exercising 
good judgment, the difficulty com- 
plained of would be largely removed. 
The dealer should not stress the war- 
ranty when making sales.” 


(Signed) C. L. GLASGow, 
Nashville, Tenn. 


Lack of Understanding 


“WE feel that the guarantee privi- 
lege is abused a great many times, 
principally because the user does not 
understand tools and equipment. 

“The manufacturer who is willing 
to stand back of his product and 
guarantee it against defective work- 
manship and equipment usually is of 
the type that is pretty sure to know 
what he is guaranteeing, but re- 
gardless of what the product might 
be, if the product is not properly 
used and taken care of it is not go- 
ing to stand up against a compara- 
tive case where a similar product is 
taken care of. 

“We believe that in a great many 
cases the wrong tools and equipment 
are purchased for certain types of 
work. Naturally, they will not 
stand up; they break simply be- 
cause they are not the type of tool 
which should have been used, and 
then the consumer has one thought 
in his mind—defective part. 

“We believe that if the manufac- 
turers, jobbers and retailers will 
work in harmony with each other 
toward selling the proper tools for 
the proper jobs, that it will be a 
great help to all.” 


(Signed) H. E. THAYER, 
Sales Manager, 
The Charles Parker Co., 
Meriden, Conn. 


Sell Quality—Instead of 
Guarantee 


66 R_ years 

in accord 
with instruc- 
tions from 
manufacturers, 
we have been 
very careful 
about guaran- 
teeing edged 
tools, but we do 
feel that the 
consuming pub- 
lic is entitled 
to a reasonable 
guarantee 
against defects 
in material or 
manufacture, be- 
cause of the price it is paying 
good tools. 

“About the only item that shows 
abuse is axes, and I| think the public 
is being generally educated to the 
idea that there is no particular guar- 


J. H. POST 


for 


.| antee, and no broad policy of replace- 


ment to be expected. To sum up our 
position, if the manufacturers would 
continue to be careful to use high 
grade materials and then guarantee 
their tools against defects in mate- 
rial or workmanship, and put their 
efforts on selling this quality, not the 
guarantee, there would be little abuse 
from requests for replacement.” 
(Signed) J. H. Post, 
Treman, King & Co., Ithaca, N. Y. 





Terms Should Be Enforced 


“THE problem of the guarantee 
is of considerable importance to all 
three branches of the trade, and a 
satisfactory solution is much. to be 
desired. That the guarantee has 
been abused no one can deny. We 
do not favor its withdrawal, but we 
do feel that the terms of the guar- 
antee should be more strictly en- 
forced by the dealer, wholesaler and 
manufacturer.” 

(Signed) J. A. WARNER, 
Treasurer, 

Wyeth Hardware & Mfg. Co., 

St. Joseph, Mo. 





Cites Interesting Experience 


“WE are not troubled with a re- 
turn tool problem, even though many 
of our tools are guaranteed. Take, 
for example, our Matchless screw 
drivers—each tool is guaranteed; yet 
our returns are negligible. About 
two years ago we gave further em- 
phasis to this guarantee by wrapping 
around each tool an insurance bond, 











which covered the handle, ferrule, 
blade and point. With this addi- 
tional emphasis placed upon our 
guarantee, we thought that our re- 
turns might be increased, but our 
experience has not borne out this 
original opinion.” 
(Signed) CARL W. PRIESING, 
Sales Manager, 
The Bridgeport Hdwe. Mfg. Corp., 
Bridgeport, Conn. 





Guarantee Shows Faith 


“WE are, of course, large users of 
small tools, and it is fair to assume 
that in a precision line such as ours, 
our operating personnel is sufficient- 
ly expert to require no service of a 
tool, beyond its capacity for the pur- 
pose for which it was intended. This 
insures a reasonable tool life. 

“The tool manufacturer who ac- 
companies his wares with a freely 
given guarantee demonstrates his 
faith in an honest product. Con- 
versely, the consumer who demands 
a guarantee, indicates a lack of faith 
in the line he is purchasing and is 
open to the presumption that his ex- 
pectation of tool service will exceed 
the limit of reasonableness. 

“On the whole, we think any tool 
line will earn the volume of business 
which its quality and service merits, 
regardless of guarantees.” 

(Signed) W. A. TEWES, 
The Peters Cartridge Co., 
Cincinnati, Ohio. 





Guarantees Poorly Worked 


“WE, like most jobbers, have 
found that there is a strong tendency 
to abuse the guarantee on small 
tools. It seems to us that small 
high-class tools should bear a guar- 
antee as to quality and workman- 
ship but that this guarantee should 
be expressed in such a manner that 
it would be distinctly understood by 
the consumer and the hardware 
dealer that it did not cover abuse of 
the tool in any way. 

“Too many of the guarantees now- 
adays are so worded that the con- 
sumer conceives the idea that no 
matter what happens he will be 
given a new tool. As we all know, 
the finer the tool the more easily it 
can be abused, and warning to this 
effect should be given a prominent 
place on labels and advertising. Edu- 
cation of the public and the trade 
is the only remedy we can see for 
correcting misuse of the guarantee 
privileges.” 

(Signed) C. S. HARPER, 
Harper & MelIntire Co., 
Ottumwa, Iowa. 
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Hardware Club of Cincinnati Enjoys Ladies’ 
Night—Sec’y Carson Speaks 


One of the best Ladies’ Night parties | 
in the history of the Hardware Club of | 
Cincinnati was held at the Hyde Park 
Country Club in that city on Thursday 
evening, April 19. With an attendance of 
approximately 110, the affair from the 
standpoint of size was a success, and the 
entertainment was fully up to the stand- 
ard of previous years. 

Following a fine chicken dinner, James 
Carson, secretary of the Ohio Retail Hard- 
ware Association, made a short talk. Mr. 
Carson, accompanied by Mrs. Carson, had 
motored to Cincinnati especially for the 
party and his speech was in a jovial mood 
which fitted in nicely with the spirit of the 
occasion. The guests enjoyed an evening 
of cards, which was divided between five 
hundred and lotto. Music for dancing was 
also an added attraction which proved 
pleasant. 

On the program after the dinner refer- 
ence was made to the fact that the 1929 
convention of the State association will 
be held in Cincinnati next February, and 
all branches of the trade have promised 





their cooperation to make the affair nota- | 


ble. 


The Ladies’ Night program was in the 
capable hands of a committee consisting of 
Fred Wankelman, chairman, Fred, Miller, 





FRED MILLER JAMES CARSON 


Oscar Small, John G. Isham and Fred 
Guckenberger.. Fred Miller, president of 
the club, presided at the dinner in his usual 
agreeable fashion. 





Cox-Cowles Open Nebraska 
Store—Have 500 Visitors 


Cox-Cowles retail hardware store in 
Grant, Neb., was opened with appropriate 
ceremonies on April 21. This firm suc- 
ceeds C. O. Bowley, who conducted a 
store in the same location. More than 500 
visitors particivated in the “opening” of 
the store, after which they enjoyed a tasty 
luncheon. Kenneth Cox will manage the 
Cox-Cowles store. 


South End Hardware Co. 
Celebrates 27th Birthday 


The South End Hardware Co., 1095 
Washington St., Boston, Mass., has been 
celebrating its twenty-seventh birthday. 
From a small beginning the store has been 
gradually increased in size until today it 
occupies an entire city block and is one 
of the best known hardware firms in New 
England. The store carries a complete 
line of builders’ and home hardware, paint, 
roofing and plumbing supplies and has re- 
cently opened a bargain basement with a 
complete line of kitchen hardware and 
necessities. 





AutoStrop Safety Razor Co. 
Announces Improved Product 


The AutoStrop Safety Razor Co., Inc., 
656 First Avenue, New York -City, is 
about to market a new and improved Valet 
AutoStrop razor embodying 12 improve- 
ments over the present type. More than 
90 patents protect this new model, repre- 
senting more than twenty years of research 











and an expenditure of more than a million 
dollars. 

A unique marketing plan has been ar- 
ranged for the quick distribution of the 
new razor. To the first million men who 
purchase ten blades at the regular price 














H. J. GAISMAN 


from their dealers, a razor will be given 
free of charge. The company states that 
in this manner it will be giving razors to 
2 per cent of the shaving public, and hopes 
that the favorable comment will help sell 
the remaining 98 per cent. 

H. J. Gaisman, chairman of the board 
of the AutoStrop Safety Razor Co., Inc., 
is the inventor of the Valet AutoStrop 
razor. He has supervised the new im- 
provements on the product which he in- 
vented 22 years ago. 








Landers, Frary & Clark Make 
Popular Priced Electric Line 


Landers, Frary & Clark, New Britain, 
Conn., have issued a new line of Univer- 
sal electric appliances, designed to sell at 
popular prices. The company has with- 
drawn from sale the electric heating de- 
vices manufactured under the brand names 
of “Thermax” and “Reliance” and in their 
place is offering the new popular priced 
Universal line. Some of the best selling 
numbers in the above brands have been re- 
tained and are included in the new line, 
at no advance in prices. 

Manufacturing economies and quantity 
production have enabled Landers, Frary & 
Clark to offer Universal heating devices 
within the reach of every purse. The full 
guarantee and high quality which have al- 
ways been maintained in the Universal 
line, apply to the new line of merchan- 
dise. The company believes that the higher 
priced Universal appliances will continue 
to be in demand by those who seek quality. 

A complete Universal catalog, presenting 
the new Holloware Beautiful and Appli- 
ances De Luxe as well as the popular priced 
items, will be issued in July. The com- 
pany has recently issued a new catalog 
containing a selection of Universal electric 
appliances which will sell at the popular 
prices. Among the items shown in this 
book are electric percolators, waffle irons, 
table stoves, household irons, hot plates, 
curling irons, heating pads and radiators. 





F. E. Myers & Bro. Co. Em- 
ployees Honor J. C. Myers, 
Vice-Pres. 


John C. Myers, vice-president of The 
F. E. Myers & Bro. Co., Ashland, Ohio, 
was honored by the executives and em- 
ployees of the company at a recent sur- 
prise party at the Ashland Country Club, 
held in celebration of a recent birthday. 

After a most enjoyable dinner, dancing, 
cards and other forms of amusement pro- 
vided giversion during the evening. 


Fletcher Suffers Fire Loss 


A serious fire in the block of stores 
where is located The Fletcher Hardware 
Co., of Watertown, Mass., has caused the 
firm to suspend business for a few weeks. 
The company hopes to reopen its doors on 
or about May 1. 


H. B. Sherman Mfg. Co. Issues 
New Catalog No. 28 


H. B. Sherman Mfg. Co. of Battle 
Creek, Mich. manufacturer of brass 
goods, has issued Catalog No. 28, con- 
taining illustrated descriptions and prices 
of its many products. 

Among the products listed in Catalog 
No. 28 are lawn hose clamps and coup- 
lings, hose nozzles, sprinklers, nipples and 
automatic couplings, grease cups, faucets, 
and all kinds of standard brass fittings. 
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Boosters Hear W. S. Johnson, of 
P. & F. Corbin, and J. D. Bell, 
of Australia 


Walter S. Johnson, P. & F. Corbin, gave 
the New York Hardware Boosters a very 
constructive talk on salesmanship, at their 
regular meeting, at the Hardware Club, 
258 Broadway, New York City. Mr. John- 
son who has had an extensive selling ex- 
perience was, for many years, a buyer. 
His talk included his observations in both 
positions. He urged the Boosters to study 
their lines, study their customers, be hon- 
est in their opinions, be honest in their 
sales talks and to avoid knocking compet- 
itors, though he emphasized the impor- 
tance of knowing exactly what competi- 
tors were doing and what services they had 
to offer. The speaker cited many interest- 
ing buying and selling experiences of his 
own and answered a few questions offered 
by members. 

Another guest was J. D. Bell, director 
of James L. Campbell & Sons, Ltd., Bris- 
bane, Australia, and president of the Fed- 
erated Hardware Merchants of Australia. 
Mr. Bell told of his firm and of the asso- 
ciation which he heads. His visit to 
America is in the interest of the associa- 
tion. He intends to study similar work in 
this country and to visit American hard- 
ware merchants with the view of discuss- 
ing problems of distribution of American 
hardware in Australia. 


There were about forty members pres- 
ent with Chief Booster Fred B. Hinch- 
man, John Russell Cutlery -Co. presiding. 
Past Chief Booster Chas. Pincus, Stanley 
Works made his report as chairman of the 
entertainment committee. James H. Cor- 
nell, manager, International Hardware and 
Housefurnishings Mart explained the plans 
of this organization to create a permanent 
exhibit with office space for hardware 
manufacturers and distributors at Grand 
Central Palace. The Boosters formally 
indorsed this proposition as have several 
other hardware associations. Mr. Cornell 
was elected a member of the Boosters. 

Extra smokes were on Len C. Warager, 
Brush Bros., as he was recently the daddy 


of a fine baby boy, said to be a good 
prospective Booster. 

Seymour N. Sears, Jr., whose spectacu- 
lar rise in Wall Street was a front page 
newspaper feature that week and was men- 
tioned in full in the last week’s news pages 
of HARDWARE AGE was present and in- 
troduced by his father, Seymour N. Sears, 
Sr., first Chief Booster, vice-president 
Tucker Co., and president of the National 
Council of Traveling Salesmen’s Associa- 
tions. 


Alfred C. Howell Resigns 
As Ames Shovel President 


Alfred C. Howell has resigned as presi- 
dent of the Ames Shovel and Tool Co., 
Boston, Mass. 

. Mr. Howell has announced a 
with the Guaranty Trust Co., 
City. 





connection 


New York 





Citizens of Butler, Mo., 
Elect O. A. Heinlein Mayor 
Oscar A. Heinlein, president of both the 


O. A. Heinlein Mercantile Co., Butler, 
Mo., and the Western Retail Implement 





OSCAR A. HEINLEIN 


& Hardware Association, has been elected 
mayor of Butler, Mo. Mr. Heinlein has 
held this office twice before and has been 
responsible for many civic improvements. 








Verified News of Retail Stores 


Mateer & Campbell have succeeded Mateer, 


EASTERN 


Sunnyside Hdwe. 
Woodside, L. I., N. 


og recently opened for business at 4907 43rd Ave., 


Kittanning, Pa. 





Logan-Gregg Sells Kolster Radio 
—C. R. Anderson Appointed 
The Logan-Gregg Hardware Co., Pitts- 

burgh, Pa., has been appointed an author- 

ized distributor for the Kolster Radio 

Corporation, Newark, N. J., in western 





Cc. R. ANDERSON 


Pennsylvania, the Ohio River counties, 
and the northern part of West Virginia. 

C. R. Anderson has been appointed radio 
sales manager for the Logan-Gregg Hard- 
ware Co., and will henceforth devote his 
experience and knowledge in the trade to 
merchandising radio in the Pittsburgh dis- 
trict. Mr. Anderson is well fitted for this 
work, having had three years at Carnegie 
Institute of Technology, Pittsburgh, in 
electrical engineering. He entered naval 
aviation during the war, at which time he 
received an extensive course at Columbia 
University, New York. 

He, was formerly associated with a 
Pittsburgh distributor of another nation- 
ally advertised radio. 


White & Campbell in 


Lloyd F. Goetz has taken over the Natrona Hdwe. & Supply Co. store 
on Garfield Street, Natrona, Pa. 





Maxwell D. Gregory of Unadilla, N. Y., and E. R. Chamberlain Co. of 
that place recently formed the E. R. Chamberlain Co., Inc., retail store. 

Harper Potter has opened a retail store at 272 Belleville Turnpike, 
Arlington, N 

W. Jack Hunter is planning to erect a new store building in Berkeley 
Springs, W. Va. 

J. Frank Latham of Buckhannon, W. Va., 
that place. 

J. D. Smith, proprietor of the Williamstown Supply Co., Williamstown, 
W. Va., succeeded J. O. Smith and W. D. Cornell, who conducted a retail 
business in that city. 

McConnell-Ruth Hdwe. Co., Kingsport, Tenn., 
Hdwe. Store. 

Tri-County Hdwe. Co. was recently formed in Kingsport, Tenn. 

Wrinkle, Moore & Co. are conducting the business of Leach, Moore & 
Co. in McKenzie, Tenn. 

Craige Hdwe. Co., Mount Pleasant, Tenn., has succeeded Craige & Davis 
of that place. 

Stanton Hdwe. Co. is serving the trade of the former Chas. 
in that location. 

Grove City Hdwe. Co. recently moved to larger quarters in Grove 
City, Pa. 


has opened a retail store in 


has succeeded Saylers 


Scott store 


Oetter & McKenna have opened a retail store at 1608 Bridge Street, 
Philadelphia, Pa. 

Pressman Hdwe. Store is now ‘located at 4513 Baltimore Avenue, Phila- 
delphia, Pa 

Bartley Hdwe. Co. of 6203 Penn Avenue, 
incorporated. 

Keystone Store Co. of Sykesville, Pa., 
Sagamore, Pa. 

Kistler-Dulin Hdwe. Co. has been incorporated and is conducting a 
retail business at 42 North College Street, Charlotte, N. C. D. L. Kistler 
is president. 

Rhodes Hdwe. Co., Inc., was incorporated recently in Laurinburg, N. C. 
‘ org ar fal Co., Inc., is open for business on Morris Avenue, Spring- 

e] 

Leis Hdwe. Co., formerly at 214 Main Street, Metuchen, N. J., has 
moved to Main and High Streets. 

J. A. Marx, who for several years has been at 6515 20th Avenue, Brook- 
lyn, N. Y., is now at 6521 20th Avenue. 

Charles Brenner of [a Station, L. IL, N. Y., is now in business 
at East Northport, L. L, N. Y. 

Household Supply Co., 17 Wall Street, Norwalk, Conn., Meyer Dulberg, 
proprietor, desires catalogs and prices. 


Pittsburgh, Pa., has been 


is opening a branch store at 
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Fred A. Lamberton Now with 
Winchester-Simmons Hdwe. Co. 


Fred A. Lamberton, who for the last 
17 years has been associated with the 
Richards & Conover Hardware Co., Kan- 
sas City, Mo., has affiliated with the Win- 
chester-Simmons Hardware Co., St. Louis, 
Mo. 

Mr. Lamberton started with Richards & 
Conover as a road salesman for sporting 
goods and cutlery. Later he became a 
special salesman, manager of the Denver, 
Colo., office, and in recent years promoter 
of sales in the Kansas City office. His 
position as head of the sales promotion 
department will be occupied by R. R. Lan- 





caster. No announcement has yet been 
made as to the nature of Mr. Lamberton’s 
work with the Winchester-Simmons or- 
ganization. 


| 
| 


Sharfstein-Krone Hardware Co. | 
Now Texas Hardware Co., Inc. | 


Sharfstein-Krone Hardware Co., 534 | 
Houston Avenue, Port Arthur, Tex., which | 
has been operating in Port Arthur under | 
that name for the past five years, an- 
nounces that the firm name has _ been | 
changed to the Texas Hardware Co., Inc. | 

The new organization has a paid-in capi- 
tal stock of $10,000 and all assets and lia- 
bilities of the Sharfstein-Krone Hardware 
Co. have been taken over by the Texas 
Hardware Co., Inc. Officers of the new 
concern are: S. Sharfstein, president; 
John Sharfstein, vice-president, and Louis 
J. Krone, secretary-treasurer. 


G. H. Anthony, Vice-President, 
Veeder-Root, Inc. 


Graham H. Anthony, for the last eleven 
years vice-president and secretary of the 
Allen Mfg. Co., Hartford, Conn., has re- 
signed to become vice-president in charge 
of manufacturing for Veeder-Root, Inc., 
recently formed by a consolidation of the 
Veeder Mfg. Co., Hartford, and the Root 
Co., Bristol, Conn. Before becoming asso- 
ciated with the Allen company Mr. An- 
thony was identified with the Gilbert Clock 
Co., Winsted, Conn. 





George H. Daniell Dead 


George H. Daniell, a veteran Wisconsin 
hardware man, who for fifty-three years 
was connected with the John Pritzlaff 
Hardware Co., Milwaukee, Wis., passed 
away on April 26 at his home in that 
city. Mr. Daniell had been sales manager 
of the Pritzlaff company for many years. 
He had a host of friends in the trade and 
his passing is deeply regretted. 





Madden Tours South America 
for Stover Mfg. & Engine Co. 


Lee Madden, vice-president in charge 
of sales for the Stover Mfg. & Engine 
Co., Freeport, IIL, is now on an extensive 
tour of South America, in the interests of 





the company. He sailed on April 21 and 
after four or five weeks in that continent 
will return to the United States by way 
of Europe. Mr. Madden will call on the 
company’s foreign representatives in the 
countries which he is visiting. 


Rankin H. Roberts Heads 
Hibbard’s New Dealer Service 


Department 
With the idea of building up a closer 
contact with their retailer customers, 


Hibbard, Spencer, Bartlett & Co., Chi- 
cago wholesalers, are establishing a new 





R. H. ROBERTS 


service department. This new depart- 
ment is to be in charge of Rankin H. 
Roberts and it is planned to give individ- 
ual help to dealers in such matters as ad- 
vertising, special sales, window trimming, 
store arrangement, stock keeping, ac- 
counting and collections. 

Mr. Roberts is well acquainted with the 
hardware fraternity, having started his 
business career with Hibbard, Spencer, 
Bartlett & Co. and after ten years with 
them, he went with Landers, Frary & 
Clark as advertising manager. Some years 
later he returned to Hibbatds as a depart- 
ment manager and again after another ten 
years became associated with Lyon & 
Healy, Chicago music house, where he was 
in charge of the wholesale department. 
After four years in that position he has 
returned to Hibbards. 

In connection with his new work, Mr. 
Roberts states that he will endeavor to 
render the same services for the indepen- 
dent dealers as is given to chain store 
unit managers by their general offices. It 
is planned to render these services on a 
strictly non-profit making basis. 


American Thermos Bottle Co. 
Appoints D. B. Real 


The American Thermos Bottle Co., Nor- 
wich, Conn., has announced the appoint- 
ment of D. B. Real as manager of the 
company’s San Francisco, Cal., office. Mr. 
Real succeeds J. V. St. Clair, recently re- 
signed. The San Francisco office is lo- 
cated at 311 California Street. 





Luther Harbin Wins Baseball 
Window Display Contest 


Luther Harbin, display manager of the 
Gadsden Hardware Co., Gadsden, Ala., 
won the first prize of fifty dollars in the 
9th annual National Baseball Week win- 
dow display contest conducted by The 
Sporting Goods Dealer of St. Louis, Mo. 
This week was observed by hardware and 
sporting goods dealers from April 2 to 9. 

Mr. Harbin also won a handsome trophy 
for his window which was a replica, in 
miniature, of the local baseball park, with 
an exciting game in progress. 

Entries in this contest were received 
from all parts of the country. Second 
prize of $30 was awarded to J. F. Bron- 
sing, Bry-Block Mercantile Co., Memphis, 
Tenn. ; third prize of $20 to John D. Grea- 
ven, A. G. Spalding & Bros. store at 105 
Nassau St., New York City, and fourth 
prize of $20 to Paul L. Lubbers, Recrea- 
tional Equipment Co., Springfield, Ohio. 





Truscon Steel Co. Purchases 
Hydraulic Pressed Steel Co. 


Truscon Steel Co., Youngstown, Ohio, 
has purchased The Hydraulic Pressed 
Steel Co., Cleveland, Ohio, and will op- 
erate it as its Pressed Steel Division. 

The entire plant is being completely 
modernized and with the increased. facili- 
ties the Truscon Steel Co. will have one 
of the largest capacities for furnishing 
pressed steel in the country. 





Don. J. Foss Leads in Race 
for Convention Delegate 


Don J. Foss, general manager and first 
vice-president of The Wooster Brush Co., 
Wooster, Ohio, is leading all contestants 
in the race for delegate to the Republican 
National Convention, from the Sixteenth 
District of Ohio at press time. 





La Roy M. Sherwin Returns 
to Brown & Sharpe Mfg. Co. 


La Roy M. Sherwin has been made 
foundry superintendent of the Brown & 
Sharpe Mfg. Co., Providence, R. I. He 
was associated with the concern several 
years ago,, but resigned to take up work 
in other sections of the country. 





Baker-Smith Co. Representing 
David-Franklin Co. on Coast 


The David-Franklin Co., manufacturer 
of white china bathroom fixtures in 
Irvington, N. J., has appointed the Baker- 
Smith Co., 905 Mission Street, San Fran- 
cisco, Cal., as its exclusive sales represen- 
tatives in the Western territory. 





Favorite Stove Head Resigns 


Maurice Wolfe, president of the Fa- 
vorite Stove Co., Piqua, Ohio, recently 
tendered his resignation. Mr. Wolfe has 
not announced his future plans. 
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U. S. Circuit Court Sustains 
F. E Myers & Bro. Patents 


In the April 26 issue of the Ashland 
Times-Gasette of Ashland, Ohio, the fol- 
lowing news regarding F. E. Myers & 
Bro. Co. patents appeared: 

“The United States Circuit Court of 
Appeals for the sixth circuit in Cincinnati 
has sustained the Myers patents on Myers 
Power Heads for deep well pumps, manu- 
factured by the F. E. Myers & Bro. Co., 
Ashland, Ohio, and held by them to be 
infringed by the American Well Works 
Power Heads., produced by American 
Well Works, Aurora, III. 

“The style of the case was The F. E. 
Myers & Bro. Co. against the N. O. Nel- 
son Manufacturing Co. of Memphis, Tenn., 
distributors of the power working heads 
manufactured and sold by the American 
Well Works of Aurora, IIl. 

“The decision of the Circuit Court came 
as a result of the Nelson Company ap- 
pealing from the decree of Federal Judge 
H. B. Anderson, who upheld the validity 
of the patents held by P. A. Myers, head 
of The F. E. Myers & Bro. Co. in Janu- 
ary, 1927. This final action in the case 
by the Circuit Court of Appeals settles a 
controversy and scores an important vic- 
tory for the Ashland concern. The deci- 
sion affects from 17,000 to 20,000 distribu- 
utors of Myers pumps and numerous dis- 
tributors of the American Well Works. 

“There were three Myers patents in the 
suit, two of which the court sustained as 
to the claims infringed by the power head 
sold by the Nelson Company and made by 
the American Well Works, and one of 
which the court held not to be infringed.” 





Francis S. Keyser Dies 


Francis S. Keyser, sales manager for 
Heath & Milligan Mfg. Co., Chicago, IIl., 
paint manufacturers, died recently at his 
home in that city after a short illness from 
pneumonia. Mr. Keyser, who was 45 years 
of age, had spent his entire business ca- 
reer, 27 years,. with the one company. He 
started as a boy in the concern’s printing 
department, and through his ability won 
steady promotion until he was made adver- 
tising manager. In 1926 he was trans- 
ferred to the sales department as man- 
ager. A widow and two sons survive. 





Sears, Roebuck to Increase 
Number of Store Units 


It is reported that Sears, Roebuck & 
Co., Chicago mail-order house, is planning 
on expanding its present chain of retail 
stores to 300 units, to be located in vari- 
ous trading centers throughout the United 
States. Under the new plan the stores will 
be divided into three classifications, desig- 
nated as A, B and C stores. 

The A stores will carry the concern’s 
complete line of merchandise; the B stores 
will carry a full line of auto accessories 
and paints and varnishes, while the C stores 
will handle a more limited line of auto 
accessories and paints. 


The Illinois Paint Works, Chicago, the | 


paint factory owned by Sears, Roebuck 
& Co., has already gone on a 24-hour-a- 





day production schedule to maintain stocks 
necessary for the company’s enlarged pro- 
gram of stores. 





Youngstown Sheet & Tube Co. 
Thomas J. Bray, who recently resigned 
as president of the Republic Iron & Steel 
Co., Youngstown, Ohio, has been elected 
a director of the Youngstown Sheet & 
Tube Co., Youngstown, Ohio. He will 








T. J. BRAY 











be associated ‘with the operating manage- 
ment of the company. 

Mr. Bray has been in the steel indus- 
try for more than 41 years, the last 17 
of which as president of the Republic 
Iron & Steel Co. He was born in Pitts- 
burgh, Pa., sixty-one years ago. After 
graduating from Lehigh University he 
became affiliated with several ‘steel com- 
panies and joined the Republic company 
in 1906 as assistant to the president. He 
was elected president in 1911. 

The board of directors of the Youngs- 
town Sheet & Tube Co. was recently re- 
duced from 14 to 11 members. 





K. M. Hayden Dies 


kK. M. Hayden, Western representative 
of the H. C. White Co., North Benning- 
ton, Vt., died recently at his home in Oak- 
land, Cal. He was one of the pioneer 
manufacturers’ agents in the West. 

Mr. Hayden was a native of Nova 
Scotia. In 1905 he entered into partner- 
ship with A. F. Kepkey as a manufac- 
turer’s agent on the Western coast, and 
in 1911 became affiliated with the White 
company. Mr. Hayden was 65 years of 
age. 


Wagner Electric Corp. Moves 
N. Y. Branch Sales Office 


Wagner Electric Corp., 6400 Plymouth 
Ave., St. Louis, Mo., announces the re- 
moval of its New York City branch sales 
office from 50 Church St. to Suite 1110, 30 
Church St. The New York City service 
station remains at 321 W. 54th St. 








“Shakespeare Week” Planned to 
Help Fishing Tackle Sales 


In an attempt to draw the attention of 


| anglers throughout the country to the fish- 


T. J. Bray, Made Director of | 


ing tackle which it manufactures, the 
Shakespeare Co., Kalamazoo, Mich., 
has decided to inaugurate ‘Shakespeare 
Week,” scheduled from June 4 to 9. 

The company plans to announce “Shakes- 
peare Week” through the leading outdoor 
magazines and also by means of direct 
mail, reaching through those channels 
more than five hundred thousand anglers. 
Since this week is at the beginning of the 
fishing season, when angler’s thoughts nat- 
urally turn to new equipment, dealers who 
desire to start off with a good start their 
tackle business, will do well to investigate 
the opportunities presented by “Shakes- 
peare Week.” 

The company is planning to feature its 
new Triumph reel, designed to sell at a 
pcpular price. Streamers, window cards, 
stickers and other advertising mediums are 
available to dealers, who desire to feature 
this special week. 


John Craig Joins Sales Staff 
of The Chain Products Co. 


John Craig, well known for many years 
in the automotive industry, particularly in 
the middle western territory, recently 
joined the sales department of The Chain 
Products Co., Cleveland, Ohio. He is as- 
sociated with W. S. Bellows, manager of 
the Hodell Tire Chain Division of the 
company. 

Mr. Bellows and Mr. Craig were form- 
erly connected with Walden-Worcester, 
Inc., during the period in which Mr. Bel- 
lows was manager of the company. 


Hunter Arms Co. Salesmen 
. Complete Recent Trips 


Hunter Arms Co., Inc., Fulton, N. Y., 
has reported the following information re- 
garding three of its sales representatives : 

D. J. Smyers, who is covering the Cen- 
tral States, recently completed his spring 
trip through this territory and has returned 
to his home in Oxford, Ohio, for a short 
while. His next trip will include some of 
the Southern States. 

E. P. Troeh, Western representative, has 
just completed a trip through Louisiana, 
Texas, Arkansas, and Ohlahoma. 

E. A. Wadsworth, Eastern representa- 
tive, has completed a trip along the At- 
lantic Seaboard from New York to Florida. 


The Belmont Corp. Expands 


The Belmont Corp., 316 S. Third St., 
Minneapolis, Minn., wholesale distributor 
in the Northwest, has recently added 6000 
sq. ft. of floor space to its Minneapolis 
plant. This additional space was needed 
to provide adequate room for carrying on 
the increased business of the company. 
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One side of the store of the Ottowa Hardware Co., Ottawa, Ohio, is given over to the display of liquid fuel stoves 


Display Plays Important Part in Oil 
Stove Merchandising 


By A. H. Dreher 


Ottowa Hardware?” 

This question, asked by one woman of an- 
other as they met on the street in Ottowa, a town of 
2000 inhabitants in northwestern Ohio, was suggestive 
that here some interesting facts regarding the merchan- 
dising of liquid fuel stoves might be had. So we went 
to see the new stoves—the stoves that had created the 
type of interest that all merchants crave—word-of- 
mouth advertising, and what we saw convinced us that 
oil stoves played an important part in the merchandis- 
ing success of J. W. Schomaeker and C. W. Booth, the 
proprietors of the Ottowa Hardware Co., for we found 
one side of the store completely given over to a display 
of liquid fuel stoves—not two or three or half a dozen, 
but no less than sixteen different models. 

First in the line of the stoves that extended from front 
to rear of the one-hundred-foot store was a white por- 
celain enameled gasoline range with a built-in oven and 
a built-in broiler, next was an oil range of practically the 
same design, and following in the line were a number 
of oil stoves finished in light gray. 

“We found that the position of these stoves in our 
store means much in the sale of them,” said Mr. Booth. 


“} are you seen the new style oil stoves at the 


“Frequently women waiting in the store will look 
over the stoves up front and follow down the the entire 
length of the store. Sometimes this means a prospect 
and sometimes a sale, and often it leads to sales to some 
of their friends.” 

Pride plays an important part in the sale of oil stoves, 
according to Mr. Booth. ; 

“Regardless of the stove a customer will buy in the 
end,” he said; “it is only human nature for her to be 
pleased when we show her the best article first, and we 
always do this, even if we feel that she cannot or will 
not buy a stove above $30, we show her the best stove 
we have first, then we go down the line until she finds 
the stove that meets her needs and circumstances.” 

“Do you do any house-to-house canvassing?” Mr. 
Booth was asked. 

“Not specifically,” he said, “but when we go out 
among the farmers on any business—paint, for instance 
—we always take with us an oil stove catalog. We have 
had them tell us that they could not paint this year be- 
cause they must have a new oil stove or washing machine. 
By having advertising literature with us, we are in a 
better position to talk to the customers in regard to the 
article we recommend them to buy.” 
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Hardware Markets Some- 
what Improved—Warmer 


Weather Will Start Demand 


NEW YORK, May 9.—Reports from important market centers of 
the country indicate that with the first really continued warm weath- 
er there will be a heavy demand for seasonal lines of merchandise. 
During the past few weeks alternate springlike and backward tem- 
peratures have been clearly reflected in the wholesale and retail hard- 
ware business of the entire country. Already some sections are 
commencing to benefit from improved weather conditions and gen- 
eral improvement is looked for immediately. 

While farmers are hampered somewhat in their spring work, the 
industrial centers are fairly active, particularly in the automotive 
sections. Building is going ahead rapidly, although the demand for 
builder’s hardware is yet to be felt in its full force. 

The general price levels are well up to normal. 

Collections are reported fair at this time, but improvement is ex- 
pected with the betterment of trade in general. 


Last Week’s Price Average Was 
99.7 P. C., Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced April 29, that the 
previous week’s wholesale commodity 
prices, based on Dun’s quotations, 
averaged 99.7 per cent of the 1926 
level. The purchasing power of the 
dollar was 100.3c on a 1926 basis of 
100c., says the Journal of Commerce. 

Cramp’s index for the week on the 
revised 1926 level was 95.4. 

The Italian index on the revised 
1926 level for the week ended April 
21 was 75.3. 





Freight Car Loadings Advance 
Week Ended April 21 


Revenue freight loadings totaled 
944,694 cars during the week ended 
April 21, showing an increase of 32,- 
317 cars over the preceding week, but 
a decrease of 5851 cars below the corre- 
sponding week last year. 

Miscellaneous freight loadings 
amounted to 384,469 cars, an increase 
of 14,469 cars over the previous week 
and 11,060 cars above the same week 
in 1927. Coal loaded, 149,015 cars, an 
increase of 8343 cars over the week 
before, but a decrease of 1102 cars 
from the same week last year. 

Grain and grain products required 
39,601 cars, an increase of 2681 cars 
over the preceding week and 4062 cars 
more than the corresponding week a 
year ago. Live stock filled 27,445 cars, 
an increase of 2884 cars over the pre- 
vious week, but 1358 cars less than the 
same week in 1927. Forest products 





used 65,372 cars, an increase of 2931 
cars over the week before, but 707 cars 
less than the same week last year. 
Ore loaded 9186 cars, an increase of 
521 cars over the previous week, but 
19,189 cars less than the corresponding 
week in 1927. Coke loadings amounted 
to 10,247 cars, an increase of 339 cars 
over the preceding week, but 902 cars 
below the same week a year ago. 





Retail and Wholesale Trade 
Shows Improvement 


Retail Trade was again hampered by 
unseasonable weather during’ the 
spring training this year, and some 
doubt was entertained as to whether 
sore muscles and batting eyes would 
recover in time, but its showing in 
recent weeks has been much improved. 
With warmer weather, its pitching 
staff (Department Stores) has begun 
to display the winning form that was 
somewhat lacking last year, says the 
Business Bulletin of La Salle Exten- 
sion University. 

A heavy-hitting outfield, composed 
of recruits of several years ago (Chain 
Stores), is the team’s main strength. 
This outfield, by the way, is covering 
more territory with each succeeding 
year. 

Wholesale Trade has also picked up 
in batting, but the team as a whole is 
handicapped by the failure of the man- 
agement to add new blood for a num- 
ber of years.. The principal weakness 
is a lack of speed on the bases. Its 
pitching, too, has been below standard, 
and has been unable to check the hard- 
hitting Chain Stores and Mail Order 
Houses. 








Manufacturers Exports Comprise 
Two-Thirds of Foreign Trade 


Exports of manufacturers, partly 
and entirely finished, this year are 
comprising nearly two-thirds of our 
total foreign trade, it is shown by an 
analysis of the March trade made pub- 
lic April 27 by the Department of 
Commerce. 

Exports for the month were valued 
at $410,805,000, against $398,246,000 
in the same month of 1927, with fin- 
ished manufactures accounting for 
$198,354,000, or 48.3 per cent, against 
$175,829,000, or 44.2 per cent last year, 
and semi-manufacturers $63,189,000, 
or 15.4 per cent, against $57,840,000, 
or 14.5 per cent. 

Exports of manufactured foodstuffs 
form a slightly greater proportion of 
the total than they did last year, with 
March shipments amounting to $42,- 
820,000, or 10.4 per cent, against $37,- 
188,000, or 9.3 per cent, but crude ma- 
terials and crude foodstuffs are form- 
ing a smaller part of our trade, ship- 
ments of the former amounting to 
$91,620,000, or 22.3 per cent, against 
$107,411,000, or 27 per cent, and the 
latter $14,821,000, or 3.6 per cent, 
against $19,978,000, or 5 per cent. 





Failures Show Sharp Decline 
Week Ended April 30 


There is an improvement in the in- 
solvency record the week ended April 
30, failures in the United States num- 
bering 410. This is 64 below the num- 
ber, reported to R. G. Dun & Co. last 
week, is 8 less than the total two weeks 
ago and is 68 under the 478 defaults of 
a year ago. Fewer insolvencies oc- 
curred this week than last week in each 
geographical section, while there are 
decreases in the East, the South and 
on the Pacific Coast in comparison 
with the returns for the same week of 
1927. With the reduced number of 
failures, those involving more than 
$5,000 of liabilities in each instance 
fell to 230 this week, from 280 last 
week. The number of such defaults a 
year ago was 261. 

Bradstreet’s reports 390 failures 
for the week in the United States, as 
compared with 420 for the previous 
week and 414, 451, 364, 384 for the 
corresponding weeks 1927 to 1924. The 
New England States had 45, Middle 83, 
Western 82, Northwestern 41, South- 
ern 88, Far Western 51. Canada had 
30 defaults for the week against 27 for 
the preceding week. In the United 
States about 78 per cent of the con- 
cerns failing had $5,000 capital or less 
and 14.8 per cent had from $5,000 to 
$20,000 capital. 
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Retail Trade Hampered by Weather 


(Chicago office of HARDWARE AGE) 


CHICAGO, May 8.—While the movement of spring merchandise | 
in the retail hardware trade continues to show the effects of the 
below normal temperatures, wholesale activities are improving some- 


what. 
tackle are especially active. 


Sporting goods, such as golf and baseball goods and fishing 


Prices, in general, are very steady and spring and summer mer- 
chandise is, almost without exception, selling at the same prices as 


prevailed throughout last year. 


Steel mill production, in this territory, is being maintained at 
about 95 per cent of capacity, but buying is somewhat lighter and 
shipments are catching up with the orders on hand. So far, how- 
ever, prices have remained firm. 

Bulding operations are progressing nicely and there is an in- 
creasing demand for such items as builders’ hardware, prepared 
roofing glass and paint. Prices-on these commodities are very firm. 

Collections are only fair but are expected to pick up as the season 





advances. 





AUTOMOBILE ACCESSORIES.—The 
present spell of warmer weather is 


stimulating the demand materially. 


JOBBERS’ eTanens TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; om 4 Blue 
Box line, 58c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. eckel Ford, 
36c. each. 

Spot ene: —Appleton, No. 3280, 
$6.50 each 

Chains.—Non- skid, dozen pair lots, 
35 per cent discount. 


* Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in. cylinder, 
$1.85 each. 


Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $6.10; heavy 
duty oversize, $8.30; 32 x 4 Liberty, 
$11.15; heavy duty, $13.80; maoon 
tires, 27 x 4.40, $8.70; 29 x 4. 40, 9. 

30 x 5, fi: 32 x 6, heavy oy, $21. 10: 
32 x heav guty $24.85; tan 
a *o x Zi, $1.60 : 4, $2.50; 

34 4%, $3.1 oa hg tire tubes, 
onae, 27 x fio. $1. wi 29 x 4.40, $1.8 

30 x 5, $2.25; 32x , $3.10; 32x 620, 
$3.50. 


BASEBALL GOODS.—There is an ex- 
tremely active demand for playground 


balls and bats. 
JOBBERS’ QUOTATIONS TO RE- 
ICAGO: 


TAILERS, F.O.B. CH 

Goldsmith Official League ball, 
$15.00 doz.; Louisville Slugger bat, 
$16.29 doz. 


BOLTS AND NUTS.—Sales are very 


satisfactory and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Carriage bolts, cut thread, 60 per 
cent discount, small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 
discount; small machine bolts, rolled 
thread, 60-10 per cent discount; al! 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 


BUILDERS’ 


vances. Prices are very firm. 


a tg QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
old copper 


3% x 3% steel butts, 


HARDWARE.—The de- 
mand is improving as the season ad- 





and dull brass finish, $2.07 per doz. 
pair, case lots; less quantities, 9c. 
per doz. pair higher; 4 x 4 steel butts, 
old copper and dull brass finish, $2.90 
per doz. pair, case lots; less quanti- 
ties, 10c. per doz. pair higher; heavy 
steel bevel inside sets, $5.50 per doz. 
Sets, case lots; steel bit-keyed front 
door sets, $1.45 per set; wrought 
brass, bit-keyed front door sets, 
$2.60 per set; cylinder front door sets, 
$6 per set. 


CHAIN.—There is a good, 
mand and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. proof cow chains, $8.50 per 
100 lb. Tensco Bull Dog and Brown 
coil chains, 50-10 per cent discount. 
No. 00-4% electric welded cow ties, 
$2.75 per doz. 


COPPER RIVETS AND BURRS.—Or- 
ders are being placed in a very satis- 


factory volume. ' 
JOBBERS’ aMoT arene TO RE- 
TAILERS, F.O.B. CHICAGO: 


Copper rivets and burrs, 
cent discount. 


EAVES TROUGH, PIPE, ETC.—No 
report—sales are 


price changes to 


good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


28 gage ease head lap joint gut- 
ter, 5 in., $4.50 per 100 ft.; corrugated 
conductor pipe, 3-in., $4.80 per 100 
ft.; plain ridge roll, 1%-in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


ELECTRICAL MERCHANDISE.—The 
demand is only fair except on batteries, 


which is good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Electrical merchandise, No. 14 rub- 
ber covered wire, $5.80 per 1000 ft.; 
in less than 1000 ft. lots, $6.30; No. 
18 lamp cords, $10.25 per 1000 ft.; 
in 1000 ft. lots, $12; %-in. brush brass 
key sockets, 15%c. each; two-way 
plugs, 45c. each, in lots of 10, 40c. 
each; two-piece attachment plugs, 
7%c. each; dry cells, boxes of 50, 
32'6c. each; less than case lots, 36c. 


each. 
Hot 


Electrical Appliances.—Iron 


steady de- 


40-20% per 


Chicago Prices Are Unchanged 


Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75; Per- 
colator, Universal 9169, $16.65. 

Radio Be ye —Radio B batteries, 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2. 80; No. 772, $2. 06 each; pack- 
ages of 5, $1.92; ‘No. 486, $3.58 each; 
packages of 5, $3.33; new No. 485 
Layerbilt battery, less than standard 
package, $2.53 each; standard pack- 
age lots, $2.33 each. 

Battery Chargers.—Apco line, lots 
of less than 10, $9.90 each. 





FILES.—Prices are firm and the de- 
mand is active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

American files, 60-10 per cent off 
list; Nicholson files, 50 per cent off 
on Diamond files, 50 per cent 
tf) st. 


FISHING TACKLE.—With the open- 
ing of the fishing season the demand 
is steadily increasing. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 





Bronson No. 1800, $1.60 each; Chi- 
cago level winding reel, $2.00 each; 
Symploreel No. 752, $4.90 each. 

GALVANIZED WARE.—Lack of rain 
has stimulated the sale of watering 
pots in spite of the weather being too 
cool for good growing. While manu- 
facturers’ prices on tubs and pails are 
firm, jobbers are making concessions. 

JOBBERS’ QUOTATIONS TO RE.- 

CAGO: 


TAILERS, F.O.B. CHI 
Standard galvanized after made 
tubs, No. 1, $5.75; No. 2, $6.50; No. 


3, $7.65; 10 qt., galvanized after made 
pails, $2.00; 12 qt., $2.25; 14 qt., $2.50; 
1 gal. all galvanized oil cans, special, 
$2.35 doz.; 2 gal. $4.00 doz.; 3 
gal., $5.75 doz.; 5 gal., $7 doz.; 1 bu. 
galvanized baskets, $6.25 doz.; No. 26 
see % bu. galvanized measure, 
4.50. 


GARDEN HOSE AND LAWN 
SPRINKLERS.—The weather has been 
too cold to make business good in this 
line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Garden hose, good quality, molded 
hose, %-in., lle. per ft.; 12%c. per 
ft.; 5 ply, good quality, wrapped, 14 
in., 8c. per ft.; % in., 
Lawn sprinklers, Rain King, 
doz.; original fountain sprinklers, $6 
doz.; Rainbow, 38-in. high, $24 a doz. 


GLASS AND PUTTY.—There is a good 
seasonal demand and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 
89-5 per cent discount; single strength 
B, all brackets, 90- ie per cent dis- 
count; double strength A, all brack- 
ets, 90 per cent discount; double 
strength B, all brackets, 90-5 per 
cent discount; putty, pure grade, 
$4.25 per 100 lb.; commercial, $3.50 
per 100 Ib. 


HAMMERS AND HATCHETS.—Sales 
continue good on hammers, but rather 
quiet on Edge tools. Prices are firm 


| after the recent advances. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hammers.—First quality, 16 oz. 
nail hammers, $12 doz.; Maydole,° 
$12.60 doz.: 16 oz. machinists’ ham- 
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mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 

Hatchets.—First questty hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 y f+ $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—Sales 
are showing some increase and are 
about normal for this season of the 
year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Hay Fork handles, 
chucked and bored, X 4 ft., $2.40 
per doz.; 4% ft., $2.70 per doz.; 
XX 4 ft., $3.90 per ” doz.; 4% ft., $4.20 
per doz.; ash _ fork handles, bent, 
chucked and bored, X 4 ft., $2.90.per 
doz.; 4% ft., $3.20 per doz.; ash hay 
fork handles, bent with strap, fer- 
rule and cap, X 4 ft., $4.90 per doz.; 
4% ft., $5.25 per doz.; XX 4 ft., $6.15 
per doz.; 4% ft., $7.10 per doz.; bent 
manure fork handles, plain, X 4 ft., 
$3.05 per doz.; 4% ft., $3.40 per ae 
XX 4 ft., $4.65 per doz.: 4% ft., $5 
per doz.; bent manure fork handles, 
with strap, ferrule and cap, X 4% it., 
$5.25 per doz.; XX 4 ft., $6.65 per 
doz.; 4% ft., $7.10 per doz.; garden 
hoe handle, 4% ft., $2. 60 per 
doz.; XX 4% ft., $3.70 per doz.; rake 
handles, X 5% ft., $3.50 per doz.; 
XX 5% ft., $5.65 per doz.; shovel 
handles, regular pattern, x 4% ft., 
$4.25 per doz.; XX 4% ft., $5.95 per 
doz.; D shovel handles, X, $5.25 per 
doz.; XXX, $8 per doz.; wood D 
spade handles, X, $4.90 per doz.; D 
shovel handles, > es dee COD, $4. 45 
per doz.; Sturd-E top, $4.50. 


HANDLES, HICKORY.—Prices are 
very steady with reduced supplies of 
the better grades. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


No. 1 (new B. W.) hickory, $4 doz.: 
No. 2 (new B. R.), $3 doz.; second 
growth hickory (new A. W.), $5 doz.; 
finest selected second growth hickory 
(new A. 50 doz. 

Hatchet and Hammer Handles.— 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 
W.), $1.80 doz. 


HINGES.—There is an active seasonal 
demand and prices are strong. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Heavy strap hinges in bundles, 4 in., 
92c.; 5 in., $1.22; @ in., $1.54; 8 in., 
$2. 47; 10 ‘in., $4. 00 per doz. pair: 
extra heavy , hinges in bundles, 4 
in., $1.26; 5 in., $1.56; 6 in., $1.87; 8 
n., $2.80; 10 in., $4.50 per doz. 


ICE CREAM FREEZERS.—The sea- 
son’s sales are slow in getting started 
due to the continued cool weather. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

White Mountain, 1 qt., $4.80 list, 
2 qt., $5.60 list; 3 qt., $6.75 list; 4 qt., 
$8.25 list; 6 qt., $10. 45 list; 8 qt., $13.40 
list; 10 at., $17. 90 list; 12 qt., 
list; 15 qt., $25.60 list; 20 qt., 
list; 25 qt., $42.60 list. Arctic, 1 qt., 
$4 list; 2 qt., $4.60 list; 3 qt., $5.45 list; 
4 qt., $6.80 list; 6 qt., $8.60 list; 8 qt., 
$11.10 list. All the above less 50 per 
cent discount. Alaska, 1 qt., $2.95 


straight, 


list; 2 qt., $3.45 list; 3 qt., $4.10 list; 
4 qt., $5 list; 6 qt., $6.30 list; 8 qt., 
8.20 list; 10 qt., $10.75 list; 12 at., 


14 list; 15 qt., $17 list; 20 qt., $21.50 
list. A discount of 20 and 10 per cent 
on all above prices. Acme, 2 qt., 
galv., $8 doz.; 2 qt., enamel, $10 per 
doz.; 4 qt., enamel, $18 per doz. Above 
prices are net. 

gg’ vg P sig owt y eS pt., $3.50; 

1 qt., $4.50; $6; 3 qt., $7: 4 qt., 
$8. Prices ie ye oan subject to 
a dealer’s discount of 30 per cent off. 


LAWN MOWERS.—Mower sales are 
slowly improving as the season ad- 
vances. There is a good demand for 
lawn rollers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. nt CAGO: 


16-in. ball bearing, 5-knife, 11-in. 


wheels, $12.35 each; 16-in. ball bear- 
| ing, 4- -knife, 10%-in. wheels, oe each; 
| 16-in. plain bearing, 4- -knife, 10%-in. 
wheels, $8.65 each; 16-in., ball bear- 
ing, 4-knife, 9-in. wheels, $7.85 each; 
16-in., plain bearing, 4-knife, 9-in. 
wheels, $7.35 each. 


are holding up, and prices very firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated nails, current l.c.1. 
stock orders, $3.10 per keg base, Dec. 
1, 1927, extras. 


son advances. 
prevailed last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Perfection.—No. 72 2 
$17.50; No. 73, 3 ‘purnera, $22.50; 
74, 4 burners, $28.50. 

Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

Puritan (Improved Model).— No. 
42, 2 burners, $17.50; No. 43,:3 burn- 
ers, $22.50; No. 44, 4 burners, $28.50. 

Puritan discounts the same as Per- 
fection. 

Nesco.—No. 212, 2 burners, $17.50; 
No. 213, 3 burners, $22.00; No. 214, 4 
burners, $28.00; No. 1103 high shelf 
on; $6. 50; No. 1104, high shelf only, 
8.0 


burners, 
No. 


With vitreous enameled stove stops 
and splash backs.—No. 233, 3 burn- 
ers, $35.50; No. 244, 4 burners, $44.50. 

Nesco dealers’ discount, 30 and 5 
per cent. 

Nesco Rolo, 5 burners and oven, 
$90; No. 400 built in oven model, 
$63. Dealers’ discount, 30 and 5 per 
cent. 

Coleman.—No. 322, range, $114; 
328, range, $72; No. 325, range, 


No. 
$45; 


No. 329, range, $52.50; No. 324, range, 
39; No. 330, range, $34.50. 

Coleman dealers’ discount 33 1/3 
per cent. 

OVENS 

No. 211, 1 burner, plain door, $2.50; 
No. 211G, 1 burner, glass door, $2.70; 
No. 112G, 2 burners, glass door, $6. 


Dealers’ discount on 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

Puritan.—No. 42G, 2 
door, $5.50. 

Dealers’ 
and 5 per cent; 
cent. 

Nesco.—No. 05, 1 burner, solid 
door, $2; No. 5, 1 burner, glass door, 
$2. 15; No. 020, 2 burners, solid door, 
$4.25; No. 20, 2 burners, glass door, 
$4. 50: No. 301, 2 burners, glass door, 
thermometer, $6.40. 


WICKS, ETC 


Rockweave Wick, $25c. each; Per- 
fection and Puritan, $4 per doz. and 
$48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


burners, glass 


discount, 10 or more, 30 
less than 10, 30 per 


cook 


what although the demand 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 85c., 
per gal.; 5 barrels lots, 82c. per gal. 


Linseed Oil, Boiled.—Barrel lots, 
ron per gal.; 5 barrel lots, 84c. per 
gal. 

Denatured Alcohol.—Barrel lots 


5814c. per gal.; steel drums, extra $6, 
returnable. 
71c. 


Turpentine.—Drum 
gal., net. 

White Lead.—100 Ib. lots, $13.25; 50 
lb. lots, $6. ae 25 Ib. lots, $3.40; 12% 
lb. lots, $1.7 

Shellac. sal lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
Fs Paste.—Barrel lots, 
Ib. 


lots, per 


Tic. per 





| Seasonal prices remain in effect as last 


OIL AND GASOLINE STOVES.— 
The demand is developing as the sea- 
Prices are the same as 


PAINTS AND OILS.—The unseasona- 
ble weather is hampering sales some- 
is fair. 


POULTRY AND FIELD FENCE.— 


» 1928 


NAILS.—Manufacturers report orders | 





87 


quoted. Sales volume is good and in- 
creasing. 
JOBBERS’ QUOTATIONS TO RE- 


bie eer F.O.B. CHICAGO: 

26-6- 1214, $28.68 per 100 rods; 1948- 
6- 1414, $43.62 per 100 rods; 2158- 6- 
4%, $48.98 per 100 rods. 


PREPARED ROOFING.—The manu- 
facturers’ temporary price war contin- 
ues, with reselling very heavy though 


unprofitable sales. 


JOBBERS'’ Se coenan TO RE- 
TAILERS, F.O.B. AGO: 

Best grade slate pec se prepared 
roofing, $1.75 per square; best grade 
tale surfaced, $2.15 per square; me- 
dium tale surfaced, $30 per square; 
light tale surfaced, 90c. per square; 
red rosin sheathing, $55 per ton. 


PYREX  WARE.—Prices are 
changed and sales are fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO 

Bread Pans.—No. 212, $7. 20 dozen; 
No. 214, $12 dozen. 

New Handled Casseroles.—Round, 


No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 


No. 643, $14 doz. 
Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 


Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 
Utility Pans.—No. 231, $8 doz.; No. 


232, $14 doz. 
Iced Tea Sets.—$4 per set. 


ROLLER SKATES.—tThere is 
change in prices. 


up. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Union roller skates, boys, $1.40; 
girls, $1.50; Chicago roller skates, 
boys, $1.30; girls, $1.40. 


un- 


no 
Sales are slowing 


ROPE.—Rope prices are as last re- 


ported with business very active. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

No. 1 Manila standard brand, 2lc. 
to 23c. per lb.; No. 2 Manila, 20c. per 
lb.; No. 1 sisal, 14%c. to 16c. per Ib.; 
No. 2 sisal, 13%c. to 15c. per Ib. 


SASH CORD.—A fair volume of orders 
is being received. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


No. 7 standard brands, $7.90 per 
doz. hanks; No. 8, $8.90 per doz. 
hanks. 


SASH PULLEYS.—Prices 
and sales are fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Common sash pulleys, 55c. per doz.; 
barrels, 50c. per doz.; Common Sense, 
2 in., 55c. doz.; barrels, 50c. doz.; No. 
110, 50c. doz.; barrels, 45c. doz. 


are 


firm 


SCREEN DOORS AND WINDOW 
SCREENS.—The demand is increasing 
gradually. Present prices are expected 


to cover the entire season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Screen doors, No. 266, 2-8 x 6-8, 
$20.46 doz.; No. 296, 2-8 x 6-8, $24.66 
doz.; No. 311, 2-8 x 6-8, $20.92 doz. 


Window screens, No. 1833, $4.56 doz.; 


No. 2433, $5.40 doz. 


SCREWS.—Sales seem undiminished, 


at prices same as ruling all spring. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO 

(New lists Jan. 3, 1928.) Flat bright 
screws, 50 per cent, round head, 
blued, 45 per cent; flat head brass, 45 
per cent; round head brass, 40 per 
cent. 


SOLDER AND BABBITT.—The mar- 
ket seems reasonably low and sales are 


good. 


JOBBERS’ tag tty 4 TO RE.- 
TAILERS, F.O.B. CHICA 

Warranted 50-50 solder, - per 100 
Ib.; medium 45-55 solder, $33 per 100 
b.; tinners 40-60 solder, $30. 50 per 100 
Ib.; high speed babbitt metal, $20 per 
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Seasonal Weather Benefits Pittsburgh Trade— 
Prices Holding Well with Few Exceptions 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, May 8.—The Pittsburgh market has registered con- 


siderable improvement with the advent of seasonal weather. 


How- 


ever, the fact that the coal industry still is depressed and that the 
jobbers are carrying many due accounts among those serving 
that industry is a condition to be reckoned with, and it naturally 
takes a very active demand from other directions to offset that 


condition. 


Other basic industries of the district are not as yet 


doing sufficiently well to entirely overcome the effect of the low 
rate of coal production and its attendant effect upon earning and 


buying power. 


The steel industry still is enjoying a good rate of operations. 


based upon old orders, plus a fairly steady sprinkling of small new 


orders. 


The electrical goods industry still is operating at a com- 


paratively low rate and not much real improvement yet has de- 


veloped in the glass industry. 


Belt lacing has advanced in sympathy with the leather market. 
Reductions of 1c. to 2c. each in price of flashlight bulbs are noted. 
Turpentine and linseed oil also are down slightly. Hardware 
prices otherwise are holding well. Collections show new improve- 


ment. 





AUTOMOBILE TIRES AND TUBES. 
—tTire and tube prices are not affected 
by the weakness of crude rubber prices. 
Prices of the popular sizes of Mans- 
field tires and tubes to retailers: 


Casings,—High pressure. cord, 30 x 
3% in., clincher, $6.10 each; same ex- 


: ; $13; 32 x 4 
in., $13.80; 33 x 4 in., 50; 32 x 4% 
in., $20.20; 33 x 5 in., $25.50; balloon, 
29 x4.40 in., $9.16 ; 30 x 5 in., $13; 31 
x $13.5 55; 30 x 5.25 in., 20 in. 
rim m, rib. 21 in. rim, $15.65; 30 x 
5.57 in., $20.85; 30 x 6 in., $20.40; 32 x 
6 in., 20 in. rim, $21.10; 21 in. rim, 
$21. 80. 

Tubes.—High pressure, 
3% in., clincher, $1.60 each; 
$2.40; 32 x 4 in., eee 33 
$2.60; 32 x 4% in., $ 
$3; 34 x 4% in., $3.10; "33x ; in., 
gray tubes sell 15c. to 50c. less; bal 
loon gray, 29 x 4.40 in., $1.85; 30 x 5 
in., $2.25; 31 x 6 in., 30; 30 x 5.25 
in., 20 a "rim, $2.55; "21 in. rim, $2.65; 
30 x 5.77 in., 7: 32 x 6 in., $3.10; 
33 x 6 in., $3.55. 


BATTERIES.—There is a decrease in 
the demand for radio dry cell batteries 
common to this time of the year. Job- 
bers quote: 


tan, 30 x 
31 x4 i 





Broken Unit 

Packages Packages 
No. J $2.33 
No. .58 3.33 
No : 1.92 
wee Sotiassbevnexees 3.00 2.80 
Oe ero reee 1.32 1.14 
OS Sewer 42 39 
Eres 1.05 -97 
Pa Sas erakhewee.e can 1.40 1.30 
ENS eer re 1.40 1.30 
Re PEA rey 2.06 1.92 
No. 6 dry cells, Daag type unit 
packages, 32%c. 

Flashli Rpt Fagg “O35, 9%c. each; 

No. 950, 9%c.; No. 790, 18ige.; oom 705, 
28c.; No. 750, 18%c.; No. 761, 


Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 


BELT LACING.—Prices are higher in 
keeping with a strong leather market. 
Jobbers now quote: Economy, % in., 
$2.25 per box; % in., $3.40; 5% in., $4. 





BOLTS, NUTS AND RIVETS.—Prices 
are very firm and there is a steady de- 
mand. Jobbers quote: 


Boits.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 50 and 10 per 
cent off list. 

“in _— —All styles, 60 per cent off 


Rivets. —Large, $3.50 base per 100 
pieces; small wagon and tinners riv- 
ets, 60 per cent off list. 

BUILDERS’ HARDWARE.—The ten- 
dency of demand is toward improve- 
ment. Prices are firmly held. Jobbers 
quote: 

Butts.—-Ball tip, > dull brass - 
and antique copper, ess than case 
lots, 3 in. x 3 in., $18.5 50 per 100 pair; 
3% in. x 3% in., $19; 4 in. x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.95; 10 in., $4.80; 
extra heavy, T, 6 in., $2.30 per doz.; 

3 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
$9.60 per 100 pair; 4 in., 


box, 3 in., 
, 3 in., $11 per 100 pair; 


$11.60; light, T 
4 in., $12.60. 
Hasps.— Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
3160 per doz.; 4% in., $1.14; 6 in., 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

FARM, GARDEN AND LAWN.—The 
right sort of weather has given busi- 
ness considerable stimulation. Jobbers 
quote: 

Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.;; No. 41, 
$15. 24; spading forks, No. 84, $10. 80 
per r doz.; No. 72, $14. 28; garden rakes, 
No. 014, "$5. 64 per doz.; No. 512, $8.64; 
No. 514, $9; lawn rakes, No. 124R, 
$5.50 per doz.; field hoes, 36 per doz. 

Barrows.—Garden, No. 81, $3.65 

each; No. 82, $4.75; No. 83, $5; No. 84, 
if ae No. 45, $4.50; No. 35, $5.75; No. 
o. e 


yeiele-Liesdm, No. 7, $1.40 per 
doz; No. 803, -90c.; No. 809, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, 75c. 





Grass Hooks and ga 
No. 7, $2.50 per doz.; No. 450, $4; Ger- 
man, $3.60 English, $7; Shears, No. 


360, "$3 per doz.; No. 380, $3.60; No. 
520, $5.50; No. 525, $7; No. 540, $6. 
Shears.—Pruni ng, No. 2 per 


doz.; No. 0, $4.50; No. 533, $6. 50; No. 
4671, $9; hedge, 8 in. blad es, $1. 25 to 
$1.75 each; 9 in., $1.40 to $1.90; 10 in., 
$1.60 to $2. 

Pruners.— Tree, water, $1.30 to 
$1.60 each; Division, $2 to $2.10; 
Rockdale, $1.35 to $1.65; McKinney, 
$2.60 to $3.60. 

Hose, Reels and Nozziles.—Garden 
ge — 50-ft. _ Tolls, % in., 9c per ft.; 

Y%ec.; % in., 11c.; nozzles, 
$3. 6 ‘to $6 Sei doz. "reels, $1 to $4 
each. 

Sprinklers.—Ring, 50c. each; Rain 
King, $2.35; Giant Rain King, $7.50; 
Pluvius, "15. 

Sprinkling Cans. eww 4 qt., 

$6 per doz.; 6 qt., $6.60; , $7.50; 
10 qt., 0. 
Lawn Mowers.—12 in., $5 to $8.75 
14 in., $5.25 to $13.00; 16 in., $5.75 
to $13.50; = in., $8.50 to $14; 20 in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1 Ib. 
papers, 25c. per Ib.; in 100-Ilb. drums, 
15c. per Ib.; arsenate of lead, 1 Ib. 
papers, 25c. per Ib.; 100-Ib. drums, 
16c. per Ib. 


FLASHLIGHT BULBS.—Prices have 
been reduced 1c. to 2c. each and job- 
bers now quote them from 9c. to 14c. 
each. 

HOUSE CLEANING SUPPLIES. — 
Business in these lines has been helped 
materially by the fact that house clean- 
ing now is in full blast with the advent 
of moderately high temperatures, per- 
mitting the putting out of furnace fires 
and the checking of soot and dust ac- 
cumulations. Jobbers quote: 


Mops.—O-Cedar, 33% per cent off 
list; Cotton, best pore: oy 12, sd 


oer doz.; No. 20, $6; + $10; 
$13.50. Second Ping 
32°75" No. 20, $4.50; No. 30, "$615: No 
36, $8.40. 
Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., 


6; 14 x 18 in., 
_ $7.50; 15 x 20 in., $9.20. 

Waxes.—Johnson paste Wax, 1 Ib. 
cans, 75c.; 2 Ib. cans, $1.70; 4 Ib. 
cans, $3; 8 lb. cans, $6; Old English, 
1 Ib. cans, 85c.: 2 Ib. cans, $1.70; 4 Ib 
cans, $3; liquid ware Johnson, pints, 
75c.; uarts, $1.40; Old English, 
pints, 75c.; quarts, $1.40. Dealer's 
discount, 33% per cent. 

Sponges.—According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire racks, $6 per 
assortment. 

Wall Cleaners.—Smoky City and 
Cleveland 85c. per doz. cans; Climax, 
$1 per dozen cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
ladders, 28c. per ft.; extra, 40c. per 


ft. 

Floor Polishers.—Johnson’s electric, 
$22.12 each net; hand, $3.75 each; Old 
English, $2.60 each. 

Carpet Beaters.—Justrite, $1.10 doz. 


No. 4, $1.20. 

PAINTING SUPPLIES. — Slightly 
lower prices are quoted on oil and tur- 
pentine. Paint and painting supplies 
business has felt the extra demands 
occasioned by the fact that weather 
conditions finally are favorable for 
painting work. 


Prices to fYetailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2 (whites and dark 
greens, 12c. per gal. higher); white 
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lead, 13%c. per Ib. in 100-lb. lots; 10 
per cent less in lots of 500 lb. or 
more and extra 4 per cent less in 
lots of a ton or more; turpentine, 
Jic. per gallon in barrel lots; raw 
— oil, 11.3c. per Ib. in barrel 
ots. 


POULTRY NETTING.—Business con- 
tinues good, with jobbers quoting gal- 
vanized netting at 50 and 10 per cent 
off list after weaving. 


SANITARY GOODS.—There is no in- 
dication yet that the extra demands in- 
cident to this time of the year have 
been satisfied. Jobbers quote: 

Desolve, No. 16, $3.75 per doz. in 
lots of 3 doz. or more; less than 3 
doz., $4; No. 10, $2.15 per doz. in lots 
of 3 doz. or more; less than 3 doz., 
$3.25; Kloset Klean, $2 per doz.; 
Saniflush, $2.25 per doz.; Presto pipe 
opener, $2 per doz.; tile and porce- 
lain cleaner, $1.20 per doz.; bowl 
cleaner, $1.85. 

SCREEN WIRE GOODS.—Wire cloth 
is very active and there is a constant 
increase in the call for doors and win- 


dows. Jobbers quote: 


Screen Wire Cloth.—Black, $1.80 
eed sq. ft.; opal, $2.10, bronze, 


Sin, xr ¢itt:.s 
No. 288, 
315-B14, 


Screen Doors.—2 ft. 
in., No. 241, $18 per doz.; 
33° No. 457-G12, $22; No. 


Screen Windows.—Wooden frame, 
extension, 12-33, $3.30 peF doz.; 15-33, 
$3.85; 18-33, $4.40; 24-33, $5.10. 


VENTILATORS.—Window ventilators 
still are in good demand in this area. 


Jobbers quote: 
Continental “nites, wooden 

type, No. 923, $3.65; No. 937, $%; 
No. 949, $5.50; No. 1595, $6.05; No. 
1537, $5.25; No. 1549, $7.10, and No. 
836, $3.35. All prices per dozen. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 
1137, $5.30; No. 1145, 
$6.90, and No. 1445,, $7.80. 
per dozen. 

Diamond E ventilators, all metal 
type, No. 01, $4.40; No. 02, $4.80; 
03, $5.60; No. i; $5.20; N 
No. 3, $6.40; No. 4, $7.60; No. 5 
All prices per dozen. 


All prices 


, $8.40. 


and field fence. 


well. 
We quote from Pittsburgh jobbers’ 
stocks: 





WIRE PRODUCTS.—Good movement | 
continues of barbed wire and poultry | 
Nails are selling fairly | 





(Fence Wire 


per 100 lb.) Annealed 











No. . Pg 9 gage. - $3. 05 .50 
WN BONE ao. 0k ae ss A 3.55 
No. + eveae <ctgwieweo 3.15 3.60 
1 eS: ee ee 3.70 
RE SEY ho a Ceidins canis 3.2 3.85 
a | eee ‘ 4.05 
Se: err ere 4.30 
fe Se ee 4.45 
Barbed Wire (per 80-rod spool): 
Bo DOWNE Cattle c6.b icc eccvadeces 2.97 
i a ee ne 3.18 
in Be eee wana C 
SPIRES GUEUIE ark. ds incre cawtves TRE 
2-point cattle (special) 2.25 
Field Woven Wire Fence (per 100 
rods): 
DE Ra Gall shee he wks Ke am Goh dare $39.80 
_. 8 ee See ee ec 55.80 
ED aie Ge 4 i Seas ada dackroute un 
(Ok Rae re eererr eso 37.00 
Ee ere, SO 
WP ade ORG eo ewes Ox 49.20 
Poultry and Rabbit (No. 14 gage). 
No Te at4 etwas UN ouee ase sales $36.50 
BO UE SOE one Fe deb wok ch eww 44.00 
No Witches eaete 49,50 
Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 
D Serer | eee 
6 ft. ............55¢c. each 38c. each 
SEA eee 65c. poe om each 
“% dic deksevasosaaneben 45c. each 


Bright nails, base, per keg $2. 85. 


Twin Cities Report Business Fair with 


Excellent Prospects—Prices Firm 


MINNEAPOLIS, May 8.—Spring work is progressing very well in 
the territory tributary to the Twin Cities, in the Northwest. 
almost the entire territory soil and moisture conditions are quite sat- 
isfactory, and farmers are working steadily to complete their seed- 


ing. 


Trade over this area is fair, with prospects of an excellent busi- 
ness a little later in the spring. General conditions are right for 
the consummation of the largest business year of any recently, ac- 


cording to some authorities. 


(Minneapolis office of HARDWARE AGE) 


Prices are steady and firm, showing practically no changes. 





AXES.—Sales show a fair amount of 
demand, with prices unchanged. 


We .quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes, $16; double bit base 
weight, $21.50; Plumb Dreadnaught 
single bit, unhandled axes, $14.50; 
double bit, $19.50; handled single bit, 
$19.25; double bit, $24.25 per doz. net. 


AUTOMOBILE TIRES AND TUBES. 
—tTrade in this line is increasing with 
the improvement in road conditions and 
approach of warmer weather. Dealers 
expect excellent business during the 
spring and summer. Prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 
Liberty, cord, 30 x 3%, $6.10; heavy 
duty oversize, $8.30; balloon tires, 
ie: ; 29 x 4.40, $9.15; 30 x 
5, $13; 32 x 6 heavy duty, $21.10; 32 
x 6.20, heavy duty, $24.85, each, less 
5 per cent. Mansfield tubes, tan, 30 
x 3, single lots, “ 50; case lots (12), 
$1.40; 32 x 4, single, $2. 50; case (12), 
$2.40; 34 x 4%, single, ‘$3. 10; case 
03), $3.00; gray tubes, balloon type, 

4.40, $1.80; $1.70; 


case 
33 . 4.40, single, $1.85; case (12); 
$1.75; 30 x 5, single, 2.25; case (12), 
$2.15: 32 x 6, single, $3.10; case (12), 
$3.00; 32 x 6.20, single, 


$3.50; case 
(12), $3.40 each, less 10 per cent, 


filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage and ma- 
chine bolts, all sizes, 60 per cent; 
stove bolts, 75-10 per cent; and lag 
=, 60 per cent from standard 
sts. 


in volume. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Steel wire brads, 
75 per cent from lists. 


BUILDERS’ 


are firm. 
We quote from mig stocks, 
f.o.b. Twin Cities: x 8% steel 


butts, old copper Ao ull brass fin- 
ish, 19c., pair in less than case lots, 
18¢. pair in case lots, 4 x 4 steel 
butts, old copper and dull brass fin- 
ish, 26c. pair, less than case _ lots 
25c. pair, in case lots, broad bevel 





steel inside sets, old copper or dull 


Over 


BOLTS.—Call is good, with stocks well 


BRADS.—Sales are slowly increasing 
Prices are firm as quoted. 


HARDWARE. — Deliv- 
eries in finishing hardware are increas- 
ing in volume, although we are not 
well into the building season as yet. 
Prospeets are for a very good year in 
construction work, with a corresponding 
good delivery of hardware trim. Prices 





brass finish, one piece knots, less 
than case lots, $7 doz., sets, case 
lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set, cylin- 
der brass outside trim, bit-keyed 
front door sets, $1.85 per get cylin- 
der front door sets, $6.50 per set. 
Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. doz. pair; heavy 
plain strap hinges, 4 in., 98c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 in. 
62c. doz. pair; 4 in., 78c. doz. 
heavy plain tee hinges, 4 in., 
doz. pair; 5 in., $1.20 doz. pair; 6 in., 
$1.40 doz. pair; 8 in., $1.95 doz. 
pair; extra heavy plain tee hinges, 4 
in., $1.28 doz. pair; 5 in., $1.58 doz. 
paif; 6 in., $1.89 doz. pair; 8 in., $2.83 
doz. pair; 10 in., $4.53 doz. pair net. 


CHAINS.—Sales are fair. 
are still selling well, although there 


Galvanized 
3 


Skid chains 


18 


not the high demand as in the snowy 


weeks just past. Prices 


changed. 

We quote frdm_ jobbers’ stocks, 
f.o.b. Twin Cities; Log chains, x! x 
14, $13.85; % x 14, $10.80; % 14, 
$10.20; proof coil chain, ¥% in., 
in., $8.95; % in., $8.35; "sg in., 
cwt., net. 


are un- 


EAVES TROUGH, CONDUCTOR PIPE 


AND ELBOWS.—Call for this class 


of 


Materials is increasing steadily. Prices 


show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, 28 
ga., 5 in., S.B., slip joint, in crates, 
ey per 100 ft.; conductor pipe, 28 

3 in., in crates, not nested, $5.40 
ne 100 ft.; 3 in., $1. 73 doz. net. 


FILES.—Sales are steady, with good 


volume. Stocks are well 
prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade 
files, 60 per cent from lists. 


GALVANIZED WARE.—Demand 


filled and 


is 


good, with garbage cans and baskets 














90 


HARDWARE AGE for May 10, 1928 





selling well. Prices have not changed. | 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: steneera A qt. 

Ivanized pails at q “9 
2.70; 14 qt., $38; 16 qt. y B, ails, 
4.70; 18 at., $5.50; standard galvan- 
zed hs: mo, 1, §7;-.Mo.. 3, 0; 
No. $9.20; heavy galvanized tubs, 


No. 3 $12.85; No. 2, $14.05; No. 3, 
$15.25 doz., net. 


GLASS AND PUTTY.—Sales are 
steadily increasing, with the start of 
spring repair work and construction 
work. Dealers are prepared for the 
trade which usually develops at this 
time. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single and double 
strength glass, Minnesota prices, 87 
per cent; and strictly pure putty in 
50 Ib containers, $4.85 cwt., net. 

HAMMERS AND HATCHETS.—Hand 
tools are beginning to move with the 
resumption of construction work. Prices 
show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers, $12.60; Plumb 


No. HF81, $12; Plumb broad hatchets, 

No. 2, $16.40; shingling, No. 2, $12.50, 

and claw, No. 2, $13.75 doz. net. 
HOSE REELS.—Retail sales of hose 
reels are still light, but dealers are 
filling their stocks for spring trade. 
Prices are firm as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Donley All Steel 
hose reels, No. 2 at $2 each, net. 

LAMPS AND LANTERNS.—Demand 
is still fair, with stocks in good con- 
dition. Stocks are being ordered for 
camp and outing sales. Prices have 
not changed. 

We quote from jobbers’ 
f.o.b. Twjn_ Cities: Coleman lamps, 
No. C329, $6.25; No. C318, $7; No. 
C317, $7. 40 each; lanterns, No. C327, 
$5.25: No. L427, $6; No. L227, $6.10 
each; tubular, long or short globe 
lanterns, $13 doz. net. 

NAILS.—Demand is fair, with pros- 
pects of steady increase as building de- 


stocks, 


velops. Stocks are well filled and 
prices firm. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 


nails and cement coated wire nails 
Lo 100-Ib. kegs at $3.20 per keg. 
ase, 


OIL HEATERS.—Sales in oil heaters 
show a very good demand. The season 
has arrived when furnace fires are let 
down, and oil heaters are coming into 
use. Lake cottage call is developing 
also. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect Oil 
heaters, No. 12, $5.50; No. 15, $7; No. 
5; No. 0190, $10.50, No. 151, 
«8 ; No. 0191, $11; 
. 505, Giant, $11. 25: No. 605, $12.75 
each, with discount in quantities less 
than ten, 30 per cent; ten or more, 
30-5 per cent. 


OIL STOVES.—Sales are showing an 
increase with the approach of warmer 
weather. Stocks are ready for the call. 
Prices are unchanged. 


We quote from _ jobbers’ 
f.o.b. Twin Cities; No. 500 


stocks, 
Nesco oil 


1103 shelf, 
$28.50 each: less 30-5 per cent. No. 
79 Perfection, with black cabinet, 
$78.00 each; No. 73 only, $22.50 each; 
No. 73 with black cabinet, $29.00 
each; with a discount of 30 per cent 
in lots of less than ten, and 30-5 
per cent in lots of ten or more, 


| PYREX OVENWARE. — Demand 
| steady, with stocks ample for the call. 





Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 casseroles, 
$1.17; No. 624 casseroles, $1.33; No. 
634 casseroles, $1.33; No. 212 bread 
pans, 60c.; No. 200 pie plates, 67c.; 
No. 209 pie plates, 60c.; No. 231 util- 
i dishes, 67c.; No. 12 tea _ pots, 
$1.67; No. 26 tea pots, $2.33, and No. 
953 percolator tops, 7c. each net. 


REGISTERS.—Call for registers shows 
a steady market, with stocks well filled. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent, and wrought steel 
registers, 40 per cent from lists. 


ROPE.—Sales show a steady demand. 
Prices are unchanged. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 


rope at 23c. per Ib., base, and best 
grade sisal rope at 17c. per Ib., base. 
SANDPAPER. — Demand is steady, 


with stocks well filled. Prices have 


not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities; Best grade sand- 
paper, No. 1, 85c. per box of 75 
sheets; second grade, No. 1, 77c. per 
box of 75 sheets; garnet No. 1, $16.75 
per ream, net. 


SANITARY PRODUCTS. — Sales in 
this line show a good volume, with 
prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 
Presto Products.—Oil soap, 16 oz. 


size, $2.60 per dozen; bowl cleaner, 22 
oz. size, $1.85 per dozen; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 


celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
0z. size, $3.69 per doz.; same, 12 oz. 


size, $5.40 per doz.; Presto Lustre, 6 
oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Desolvo special pipe cleaner, 10 oz. 


size, less than case lots. $2.25 per 
doz.; case of 3 doz.; $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo 


triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans,/$7 per doz., 
and gross lots, $6.50 per ‘doz. 

Kloset Klean—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola. 12 oz. cans, less than cas* 
lots, $2.25 per doz.; case of 2 dozen 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50: half dozen quantity, $2 per qt., 
and dozen quantitv $1.75 per qt. 

Hercules tile and porcelain cleaner. 
$2 doz. less than gross lots and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 


cans to the carton, $4.50 dozen; 
Hercules boiler compound, qt. cans, 
$2 each. 


Economy Plumber drain pipe clean- 
er, 1 Ib. cans, $2 per doz.; 2 Ib. cans. 
$3.90. The 1 Ib. size is packed 1, 2 
and 3 dozen to the carton, and the 
2 Ib. size is packed 1 and 2 dozen 
to the carton. 


SCREWS.—Sales show a growing de- 
mand as building develops. Stocks are 
well filled and prices firm. 


We quote from 
f.o.b. Twin Cities: Flat head bright 
wood screws. 50 per cent: flat head 
japanned, 37% per cent round head 
blued, 45 per cent: flat head brass, 
45 per cent and round head brass, 
40 per cent from new lists, 


jobbers’ stocks, 


is | 





SKATES.—Roller skates continue to be 
a good selling item. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Gities: Plain steel roller 
skates, 75c. pair; Speed King, boys’, 
$1.35 pair, and girls’ Speed King, 
$1.30 pair, net. 


SOLDER.— Demand for 
steady, with good volume. 


not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 34%c. lb. and war- 
ranted half and half solder at 35%c. 
lb., in 100 lb. boxes. 


STEEL SHEETS.—Call for this class 
of material is growing with the in- 


solder is 
Prices have 


crease in building operations. Prices 
are firm. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.). 


TIN.—Tin is moving at a fair rate, 
with stocks ample for the demand. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke tin, 
ICL, 20 x 28, $14.50 box, and roofing 
tin, IC, 20 x 28, 8 lb. coating, $15.50 
box, net. 


WINDOW VENTILATORS. — Sales 
show a lessening in the use of window 
ventilators. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 02 steel frame 
window ventilators, $4.80; No. 2, 
$5.60; No. 3, $6.40; and No. 4, $7.60 
doz. net. 

Continental ventilators, wooden 
type, No. 923, $3.65; No. 937, $4; No. 
949, $5.50; No. 959, $6.05; No. 1537, 
$5.25; No. 1549, $7.10, and No. 836, 
$3.35, all prices per dozen. 

Continental Migs mage of metal type, 
No. 833, $4. 37, .75; No. 
1137, $5. 30; No. 1145, $6.35; No. 1437, 
$6. 90, and No. 1445, $7. 80 doz. net. 


WIRE.—Fence wire is moving well and 
stocks are being kept well filled. Prices 
show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
barbed wire, $3.17 per 80-rod spool; 
galvanized hog barbed wire, $3.39 per 
80-rod spool; painted cattle barbed 
wire, $2.97 per 80-rod spool, painted 
hog barbed wire, $3.18 per 80-rod 
spool. No. 9 spaeee smooth galvan- 
izeq wire, $3.65 cwt.; No. 9 (base), 
smooth back wie $3. 20 ewt. 


WHEELBARROWS.—Barrows for do- 
mestic use are selling rapidly. Con- 
tractors are buying fairly well also. 
Prices are unchanged. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted-barrel 
type tray wheelbarrows, $34 doz.; No. 
2 tubular, $7.33 each, and No. 1 gar- 
den, $6.25 each, net. 


WRENCHES.—Demand is steady, with 
sales showing a good volume. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-50 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call long sleeve nut, 10 in., 
$1.70; 12 in., $2.06; 15 in., $2. 15 each 
net. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No. 202, Heavy Duty Set, 574 No. 
404, Flexible Socket Set, $8; No. 608, 
Crankecase Drain Plug Socket, Ss 20; 
No. 90, Square Socket Set, $3.70: No. 
1817, Giant “Snap-on” with 
heavy duty ratchet, $27.35 list, 
33% per cent discount, 


extra 
less 
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Not Much Improvement Is Noted in 
the New England Hardware Business 


(Boston office of HARDWARE AGE) 


BosToN, May 8.—Just about a week ago parts of northern New En- 


gland experienced an old-fashioned snowstorm and blizzard. 


In the town 


of Franklin retail hardware displays of baseball goods were quickly 


withdrawn and snow shovels and sleds substituted. 


Western Massa- 


chusetts also has had snow since last reports, and when it has not been 
snowing or raining it has been windy and cold. During the past three 
weeks New England has experienced not more than three real spring 


days. 


Lawns have grown fairly well and a public demand. for lawn 


mowers created, but other lawn accessories, particularly rubber hose, 


have not been as active. 
are all backward. 
Building has progressed favorably. 

It is, therefore, natural that not 


the New England hardware business. 


Shrubbery, trees, peas, rye and other things 
It has been too wet to permit much house painting. 


much improvement ‘is reported in 
Weekly jobbing sales, however, 


make a very reputable showing when all things are taken into considera- 


tion. 


men are working harder than they ever have to secure business. 


The average retail dealer is buying cautiously, and jobbing sales- 


But 


each day finds us nearer a time when weather conditions must improve. 


When it turns warmer and stays ‘so, 


things will simply jump out of the 


ground, and it is almost certain that the general run of retail dealers 
will suddenly find themselves out of needed goods and there will be a 
grand scramble among jobbing houses to supply hardware and other 


merchandise that will be wanted. 


AIRPLANES. — Airplanes, the kind | 
that come knocked down and Young 
America puts together, are gaining in 
popular fancy. Retail dealers are hav- 
ing quite a business and reordering 
every few days. 
We quote 
stocks: 
Airplanes.—Knocked down, No. 810, 
$12 per doz. net; No. 820, $24; No. 
830, $40. 


AUTOMOBILES.—Retail dealers who 
carried over toy automobiles from 
Christmas have been cleaning up of 
late and reordering from the jobber. 
Another month should see more activity 
in such merchandise. 


We quote from 
stocks: 
Automobiles.—Juvenile Act, $6 each 
net; Velie, $7.25; Hudson, $8.75; Max- | 
well, $10; Peerless, $13; Oldsmobile, 
$16.50; Buick, $20; Roamer, $22.50; 
Paige Sport, $39. 63; Rolls Royce, $45; 
Marmon, $28.4 | 
Dump trste, —Kiddie, $8.69 each; | 
Bull Dog, $15.25; Heavy Duty, $22.50. | 
Gear Novelties.—Fast Mail, $10.50 | 
| 


from Boston jobbers’ 





Boston jobbers’ 


each net; Speed Boat, $14.38; Air 
Mail, $7.19; Fire Department, $7.81; 
Fire Chief, $11.88; Fire Tower, $30; 
Stop and Go Signal, $8.88. 
BUILDERS’ HARDWARE.—AII kinds 
of builders’ hardware are selling fairly 


well, jobbers report. | 
COCOA MATS.—Recent rains, with at- | 
tending muds, have created a somewhat | 
better demand for cocoa mats. 


We quote from Boston jobbers’ 
stocks: 

Cocoa Mats.—No. 1, 14 x 25 in., 
65ce. each net; No. 2, 16 x 27 in., 
88c.; No. 3, 18 x 30 in., $1.13. Key- 
stone steel wire mats, No. 2, ‘18 x 30 
in., $1.47 each net. 

EGG BOXES. — Automobile travel | 


through the country, especially on week- | 





ends, is increasing very rapidly. Coun- 
try people have a lot of eggs to sell by 
the roadside. The retail hardware 
dealer ought to be able to work up a 
good egg box business during the next 
week or so. 
We 
stocks: 
Egg Boxes.—Paper, 
dle, $6.50 per 1000. 


quote from Boston jobbers’ 


500 to a bun- 


FENCING.—Some demand for fencing | 
and fence posts is reported by jobbers, | 


but the market has not the pep it usual- 
ly has at this time of the year owing 
to the backwardness of the season. 


We from Boston jobbers’ 
stocks: 

Fencing.—Lawn, ornamental, in 10 
rod rolls, 36 in., $1.81% per rod; 42 
in., $1.98; 48 in., $2.31. Style L, ex- 
tra, 36 in., $1.32 per rod; 42 in. $1.4814; 
48 in., $1.65. 

Fencing.—Field, from store, $4.15 
per cwt. net. Factory shipments, in 
car lots, plain, $3.30 per cwt.; in less 
than car lots, $3.55. Smooth, gal- 
vanized, sizes No. 6 to No. 9, in car- 
lots, $3.20 per cwt.; in less than car 
lots, $3.45. 


quote 


Gates.—From store, style F, 36 x 
3, $3 each net; 42 x 3, $3.12; 48 x 3 
$3. 24; 36 x 314, $3.12; 42 x 3%, $2.24 


48 x 3%, $3.36. 


FLASHLIGHT CASES, ETC.—Lower 
prices have been named by jobbers on 
various types of flashlight lamps. The 
demand for flashlight cases is quite 
good, all things considered. 


We Boston 
stocks: 

Flashlight Cases. — Eveready line, 
No. 2602, 60c. each net; No. 2604, 62c.; 


quote from jobbers’ 


No. 2612, $1.01; No. 2616, 94c.; No. 
2619, $1.33; No. 2630, 78c.; No. 2631, 
62c.: No. 3632, $1.07; No. 2633, $1.33; 
No. 2634, $1.10; No. 2660, 78¢.; No. 
2661, 94c.; No. 2671, 94c.; No. 2672, 
$1.82; No. 2674, $1.98; No. 2694, 
$2.60; No. 2695, $2.28; No. 2697, 


$1.43; No. 2642, $2.30; No. 2644, $2.47; 
NO. 2640, $3.41; No. 47538, $2.50; No. 
6993, $1.27. 

Flashlight Lamps.—No. 1180, 10c. 
each list; No. 1197, 10¢.; No. 1162, 
lic.; No. 1161, lic.; No. 1198, 9c.; 
No. 923, 9c.; No. 451, 10c.; No. 1117, 
llc.; No. 1926, assortment, $9.90. 


FLY PAPER.—Business in fly paper, 
sprays, etc., so far this spring has been 
much better than one might expect 
under weather conditions. Most jobbers 
are of the opinion their sales to date 
are fully-up to those of a year ago, and 
they take an optimistic slant on future 
business. 
We 
stocks: 
Fly Paper.—8 x 14 in., in case 
(five cartons), $5.50. 
Sprays.—\% pints, 


quote from Boston jobbers’ 


lots 


$4 per doz. net; 


pints, $6; quarts, $10; gallons, $32. 
Sprayers.—St: undard makes, $2.80 
per doz. net. 
Ribbon.—In case lots (four car- 
tons), $3.50 net. 
Tree Tanglefoot.—1 lb. can, $4.80 
per doz.; 5 lb. can, $22 per doz.; 10 
Ib., $42; 25 Ib. $96. 
FREEZERS.—A few freezers have 


been sold by jobbers the past week. A 
few real warm days should improve 
business. 


We quote from Boston jobbers’ 
stocks: 

Alaska 1 urcrre ty —l1 qt., $2.95 each; 
2 at., $3.45 each; 3 qt., $4.10 each; 
4 qt., $5 each; 6 qt., $6. 30 each; 8 = 
$800" each; 10 qt., $10.75 each; 12 q 
$14 each; 15 qt., $17 each, and- 50 


These are list prices 


qt., $21.50 each. 
dis- 


which are subject to a dealers’ 
count of 20 and 10 per cent. 
Alaska Gray Goose Freezers.—1 qt., 





$3.35 each; 2 qt., $3.90 each; 3 qt., 
$4.65 each; 4 qt., $5.75 each; 6 qt., 
$7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 


count of 20 and 10 per cent. 

White Mountain Freezers.—2 
$6.75 each; 4 qt., 
each; 6 qt., $10.45 each; 8 qt., 

each, and 10 qt., $18 each. 
These are list prices and are subject 
to dealers’ discount of 50 per ane 

Auto-Vacuum Freezers. — No. 
$3.33 net; No. 2, $4 net; No. 3, $5.33 
net, and No. 4, ‘$6.67 net. These net 
prices to dealers show a discount of 
3314 per cent off list. 

Acme Freezers.—Bright, galvan- 
ized, tapered, 2 qt., $8 per doz.; same 
size, enameled-galvanized, $10 per 
doz.; 4 qt. size, enameled-galvanized, 
$18 per doz., and 1 qt. size, Junior 
enameled, $4.80 per doz. These are 
net prices to dealers. 

Arctic Freezers.—1 qt., $4; 2 qt., 
$4.60; 3 qt., $5.55; $6.80; 6 qt., 
$8.60; 8 qt., $11.10; 10 qt., $14.80; 12 
qt., $16.65; 15 qt., $23.30. These are 
list prices. Jobbers quote dealers’ dis- 
count of 50 per cent off this list. 

Everybody’s Freezers.—No. 01, 1 
qt., $4; No. 1, 1 qt., $5.50; No. 2, 2 
qt., $7; No. 3, 3 qt., $8, and No. 4, 
4 qt., $9. All gray enameled. These 
are list prices subject to dealers’ dis- 
count of 33% per cent. 


| GARDEN TOOLS.—Retail dealers keep 

| picking away at garden tools. Most of 

| the buying today is for filling in stocks. 
We from Boston jobbers’ 


| stocks: 
Garden Tools.—Trowels, No. 214, 6 
No. 6 x 6 in., 


in., $2.25 per doz. net; 
$1.32; No. 85, 85c.; No. 120, $1.50; No. 
140, $2.50. Forks, No. 300, $3.50; No. 
40, $1.75. Weeders, $2. 

Garden Sets.—No. 112, child’s three 
tools, $1.50 per doz. net; No. BBT, 


| 

| , 

| which are subject to a dealer's dis 

| 

| A qt. 
$5.65 each; 

$8.25 


$13.50 


3 qt., 


4 qt., 





quote 
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No. HF, four 
pieces, $9; No. FSX, three pieces, 
$15.38; No. 83, three tools, $6; No. 
1842, $1.20; No. 860, $2; No. 867, $4; 
No. 870, $6. 


HAYING TOOLS.—Haying tools, more 
particularly scythes, have begun to 
move out of jobbers’ stocks. It is a 
little early, however, for the rank and 
file of retail dealers to show lively in- 
terest. 
We 
stocks: 
Scythes.—Little Giant, 28 to 32 in., 
and 30 to 34 in., $16 per doz. net; 
Clover a $13.50; bramble, $16.50; 
brush, $16.5 
Scythe EL English, 
$2.25 per doz. net; Star, $1.35; est 
End red, $1.10; Green Mountain, $9 
per gross; Black Diamond, No. 1, $15; 
Chocolate, No. 1, $1.70 per doz.; Car- 
bonate, No. 188, $1.95; No. 190, $1.95; 
No. 191, $2.34. 
Snaths.—Ash, $14.50 per doz. net; 
cherry, $16.75; brush, 
Forks.—Three-type, No. 34, 12 in., 
10.08 per doz. net; No. 34%, 12 in., 
10.44; No. 133%, 13 in., $10.44; No. 
133%, 13 in., $10.80; No. 134, 13 in., 
$10.92; No. 135, 13 in., $11.76; No. 136, 
13 in., $13.92: 123%, 14 in., 
$11.04; No. 124, » $11.52; No. 
144%, 14 in., $11.88 


HULLERS.—We have strawberries al- 
most all the year now. New England is 
getting a supply from Louisiana and 
Carolina. Strawberry hullers are sell- 
ing both in a retail and jobbing way. 
The cost to the retailer is unchanged 
from last year. 


$2.14; No. F, $4.54; 


quote from Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

Hullers — Strawberry, $3.40 per 
gross net. 


NETS.—Dealers located along the coast 
are beginning to order in crab nets in 
anticipation of a public demand within 
the near future. 
We quote from Boston jobbers’ 
stocks: 
Nets.—Crab, rigged, galvanized bow, 
5% ft. hard wooden handle, $4 per 
doz. net. 
OARS.—Business in oars likewise is be- 
ginning to pick up. The yachting sea- 
son should be well under way next 
month and many a sailor will want a 
pair of oars this summer. 
We quote from Boston jobbers’ 
stocks: 
Oars.—Northern fir, copper tipped, 
18c. per ft. net. 
PORCH GATES.—Porch gates are in 
order. Compared with a year ago 
prices are on an attractive basis and 


| jobbers feel a lot of gates will be sold | SCREEN DOOR GUARDS.—Orders of 


| by the retail trade this spring and sum- 
mer, 
We 
stocks: 
Porch Gates.—Wooden, 
ft., $11 per doz. net; A (tte, $12 50; 5 
ft., $14; 6 ft., $15.50; 7 $17 in full 
case lots, three cotes Zz the case. 


POULTRY SUPPLIES.—Sales of poul- 
try supplies hold up remarkably well. 
There is still a steady although small 
demand for brooders and the many ac- 
cessories needed inside and outside hen 
houses. 
We 
stocks: 
Poultry Netting.—From stock, 50 
and 5 per cent discount. For direct 
shipment, f.o.b. mill, freight equal- 
ized with the nearest competing mill; 
galvanized after weaving, 50, 10 and 
5 per cent discount; galvanized be- 
fore weaving, 50, 10, 5 and 10 per 
cent discount. 
Incubators.—No. 40, 


quote from ~ Boston jobbers’ 


s! ey 3 


quote from Boston jobbers’ 


$1.75 each net; 


Style E, No. 14, $11.50; No. 16, $19.25; 
No. 17, $25.73. No. 1, $2 6.25: No. 2, 
$31.15; No. 3, $40.43; No. 4, $47; No. 
5, $74.90. 


Brooders.—Oil burners, No. 27A, 
200 chicken capacity, $12.25 each net; 
28A. 350 chicken capacity, $14; 

. 80, 350 chicken capacity, $13.30; 
No. 81, 500 chicken capacity, 315.05: 
is 101, 500 chicken capacity, $18.50; 
. 102, 1000 chicken capacity, $22.05. 
Coal burners, No. 117, 350 chicken 
capacity, $11.55: No. 118, 500 chicken 
capacity, $15.05; No. 119, 1000 chicken 
capacity, $18.55. Electric burners, 
No. 90, 50 chicken capacity, $10.15; 
No. 91, 100 chicken capacity, $13.83; 
No. 92, 200 chicken capacity, $17.33; 
No. 93, 300 chicken capacity, $20.65. 


ROOFING MATERIAL.—It is reported 
a change will shortly be announced in 
the cost of tarred felt paper. Jobbers 
are not prepared to state just what the 
change will be. 


We 
stocks: 

Roofing Paper.—Roll, smooth sur- 
face, Continental heavy, $1.80 per 
roll net; extra heavy, $2.20. Apex, 
medium, $1.50. Battle Axe, light, 85c., 
medium, $1.05, heavy, $1.30. Mineral 
surface. Continental super quality, 
$1.80: Balmar, $1.60. 


Bui'ding Paper.—Red Star sheath- 
ing, 25 to 30 Ibs. to roll, $1.15 per roll 
net; Continental black, 35 to 40 Ibs. 
to roll. $2.25; Red Rosin, 20 Ibs. to 
roll, $61 a ton; 25 Ibs. 4 roll, $61. 
Deadening, $113 a ton. Asphalt felt, 
$64 a ton. 

Shingles.—Hexagon strip, 10 inh., 
$3.85 per square net; 12% in., $5.10. 
Giant individual, $7.15; standard in- 
dividual, $5.70. 


quote from Boston jobbers’ 








| fair quantity are flowing through job- 


bing houses each day. 
We 
stocks: 
Screen Dood Guards.—In sizes from 
26 in. to 32 in., 45c. for a set of 
three. 


SCREEN DOOR HINGES. — There 
seems to be a better demand for screen 
door hinges than for screen door 
guards, but the difference in the week- 
ly jobbing turnover is not very notice- 
able. 


We quote from Boston jobbers’ 
stocks: 


Screen Door Hinges. — 
$14.35 per gross pair net; 
$18.05. 


STOVES.—Further encouraging  re- 
ports are had from jobbers regarding 
business in all kinds and makes of oil 
stoves. 


We 
stocks: 

Cook Stoves.—Oil, Perfection, No. 
339, full white enamel, 4 standard 
and 1 giant burners, built in oven, 
with white cabinet, $140 each list. 
No. 279, full white enamel, 5 double 
burners, built in oven, with white 
cabinet, $120. No. 74, satin-black 
finish, 4 burners, with white cab- 
inet, $41.50; No. 73, satin-black fin- 
$33. 3 burners, with white cabinet, 


quote from Boston jobbers’ 


No. 
No. 


158, 
151J, 


quote from Boston jobbers’ 


Puritan.—No. 249, full white 
enamel, 4 standard and 1 giant 
burners, built in oven, with white 
cabinet, $122 list. No. 44, satin-black 
finish, two-tone brown drums, 4 
burners, with cabinet, $41.50. No. 
43, satin-black finish, two-tone brown 
drums, 3 burners, $33. 

Pressure-Gas Stoves.—Puritan, No. 
759, full white enamel, 5 _ pressure 
burners, built in oven and broiler, 
removable tank attached pump, with 
white cabinet, $128 each list. 


Nesco stoves, 2-burner gasoline 
without high shelf, $23; same, 3- 
burner, $28; same, 4-burner $33; 


4-burner range, $65; 5-burner range, 
$70; high shelves for regular gaso- 
line stoves, 2-burner, $5.25; 3-burner, 
$6.50; 4-burner, $8; dealers’ discount 
30 and 5 per cent off list. 


TOY BOATS.—More and more retail 
dealers are evincing interest in toy 
boats each week. 


ae quote from Boston jobbers’ 


stoc 
Téy Boats.—Sail, Teddy, $12 per 


doz. net; Ripple, $4; Goslin, $8; Kit- 
ten, $12; Pup, $16; Seagull, $20; Old 


Tom, $40; Flying Cloud, $52; White- 
cap, $96; America, $144. Columbia 
toy, $81. 





Taxes—A Parable in Dollars 


OMPLICATED as it may be, 


and local taxation is told in a simple modern par- 
able by the Committee on State and Local Taxation and 
Expenditures of the Chamber of Commerce of the 
United States in a report on Local Fiscal Problems. «It 


runs: 


“The first nineteen million dollars earned today and 
every working day in office and factory, mine and mar- 
ket throughout the United States bear this figurative 
earmark: ‘For Expenditure by Local Units of Govern- 


ment.’ 


“Whether this sum is raised fairly or unjustly, whether 
it is spent wisely or foolishly, nevertheless it is the toll 
exacted by upward of a half million local governments 


the story of state 


It is in addition to a like sum required by Federal and 
State governments. 

“Out of the raising and disbursing of nearly six 
billion dollars a year for local governments has come a 
train of vexatious maladjustments, 
problems of logic, passions and prejudices which once 
induced an eminent authority to say: 
great, unsolved problem of government.’ 

“The swift growth of revenues from taxation since 
the World War has made the development of sound, 
sane policies of raising and spending so vast a sum a 
problem of immediate national concern, equally as im- 
portant as the amount involved.” 


subtle inequities, 


‘Taxation is the 
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Cincinnati Jobbers and Retailers Report 
Recession of Sales—Prices Firm 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, May 8.—There has been a further recession in sales by 
local hardware jobbers in the past two weeks, and bookings through the 
first four months of this year fell below those in the corresponding pe- 
riod of 1927. Much of the sluggishness of the market is attributed to 
the cold weather which has retarded spring activities to a marked ex- 


tent. 


Jobbers are confident that business during May will be good, un- 


less some unusual circumstances such as exceptionally bad weather 


should arise. 


In two of the major lines builders’ hardware and automobile accesso- 
ries, the volume of orders is running behind those last year, the decline 


ranging from 5 to 10 per cent. 


Retail dealers have fairly good stocks 


of seasonal items on hand, but have had difficulty in moving them. 
Staple goods have been moderately active. 

Crops in this section of the country are not particularly promising. 
The spring wheat crop has been disappointing. and conditions will have 
to show considerable improvement before farmers will be in a position 


to buy much equipment. 
point of employment. 


Industrial situation is better from the stand- 


In the face of what amounts to a setback in demand, prices of almost 


all items have remained firm and unchanged. 


Only in the case of a few 


commodities have there been any variations from quotations prevailing 


two weeks ago. 


Retail hardware sales in April were slightly below normal, but a pick- 
up in business is looked for this month. Collections have been fair. 





AUTOMOBILE ACCESSORIES.— 
Business is reported to be about 5 per 
cent less than in 1927, but prospects are 
encouraging. Tires and tubes are mov- 
ing in better volume. Prices are firm 
and unchanged. 

We quote from Cincinnati jobbers’ 


stocks: 

Tires 30x31% 29x4.40 
CHEAP Orade .......... $5.00 $6.30 
Medium grade ....... 6.10 7.55 
co ccb evens 8.75 9.65 

Tubes: 

Cheap grade .......... 1.00 1.25 
Medium grade ...... 1.25 
pT a | ae eere ree 4 


1.45 1.85 

Note—30 x ae unguaranteed cord 
tires, $4.25 ea 

Tires and a tires, 
30 x 3% Liberty Cord, $6.10; heavy 
duty oversize, $8.30; 32 x 4 Liberty, 
$11.15; heavy duty, $13.80; balloon 
tires, 27 x 4.40, $8.70; 29 x 4.40, $9.15; 
30 x 5, $13; 32 x 6, heavy duty, $21.10; 
32 x 6.20, heavy duty, $24.85; tan 
tubes, 30 x 31, $1.60; 32 x 4, $2.50; 
34 x 4%, $3.10, balloon tire tubes, 
gray, 27 x 4.40, $1.80; 29 x 4.40, $1.85; 
30 x 5, $2.25; 32 x 6, $3.10; 32 x 6.20. 
$3.50. 

Spark Plugs.—Splitdorf spark plugs, 
32c. each; 30c. in lots of 100; Ford 
spark plugs, packed one set of four 
to a box, $1.10 per box. 

Chamois Skins.—13 x 16 in., 38c. 
each; 14 x 18 in., 54c. each; 15 x 20 
in., 65c. each. The chamois skins are 
packed one to an envelope and 12 
envelopes in a box. 

Polish.—HLF polish in % pints, 
packed 24 to a case, 50c. per % pint; 
HLF polish in pint bottles, packed 
12 to a case, $1 per pint; HLF polish 
in quarts, packed six to a case, $1.50 
per quart. On the above prices there 
is a discount of 40 per cent on indi- 
vidual packages, 40 and 5 in cases, 
and 40 and 10 in. % gross lots. 


BOLTS AND NUTS.—In this item or- 
ders have come in in small quantities, 





but the total volume is about normal 
for this time of the year. 


We quote from Cincinnati jobbers’ 


stocks: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled- 
thread carriage and machine bolts, 


60 and 10 per cent off list; stove bolts, 
20 per cent off list; square, hexagon 
and tap nuts, 60 per cent off list. 


BUILDERS’ HARDWARE.—Sales are 
less than in 1927, but there has been a 
distinct improvement in the last few 
days. The amount of construction work 
now under way gives promise of an ex- 
pansion of business in a short time. 


We quote from Cincinnati jobbers’ 
stocks: 

Sash Weights.—Sash weights, $4.75. 

Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 


COOK STOVES AND OVENS.—De- 
mand for these products has been sat- 
isfactory. 

We quote from Cincinnati jobbers’ 
stocks: 

Gasoline-Pressure Cook Stoves.— 
Coleman No. 322, $76 each; No. ; 
$35 each; No. 328, $48 each; No. 
$30 each; No. 324, $26 each; No. 330, 
$23 each. 

Pressure-Gas Cook Stoves.—Puritan 
No. 759, $128 each; No. 714, $38 each; 
No. 713, $33 each; No. 703, $26.50 each. 

Oil Cook Stoves.—Perfection No. 
339, $140 each; Perfection No. 279, 
$120 each; Perfection No. 75, $39.50 
each; Perfection No. 74, $28.50 each; 
Perfection No. 73, $22.50 each; Per- 
fection No, 72, $17.50 each; Puritan 
No. 249, $122 each; Puritan No. 44, 
$28.50 each; Puritan No. 43, $22.50 
each; Puritan No. 42, $17.50 each. 

Ovens.—Perfection No. 211, $2.50 











211G, $2.70 each; 
No. 122G, $6 each. 
Note.—On Perfection and 
cook stoves there is a dealers’ dis- 
count of 30 per cent and 5 per cent 
for 10 or more assorted sizes and of 
30 per cent for less than 10. On Per- 
fection ovens the same_ discount 
applies. 
CROQUET SETS.—Retailers have rep- 
resentative stocks on hand to meet cor- 
rent needs of their trade. 
We quote from Cincinnati jobbers’ 
stocks: 
No. 5, 
six-ball set, 
set, $2; No. 3, 
No. 1, eight-ball set, 
GALVANIZED SPRINKLERS.—This 
product is moving slightly better than 
a week ago and dealers are carrying 
liberal stocks. 


We quote trom Cincinnati jobbers’ 
stocks: 


each; Perfection No. 


Perfection 
Puritan 


four-ball set, $1.40; No. 10, 
$1.70; No. A, eight-ball 
eight-ball set, $3.80; 
$2.80. 


Four qt. springling pots, $5.25 per 
doz.; 6 qt. sprinkling spots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 per 
doz.; 12 qt. sprinkling pots, $9 per 


doz. 


GARDEN HOSE.—In this commodity 
also there has been an increase of or- 


ders. 
We quote from Cincinnati jobbers’ 

stocks: 
Rubber Hose.—5 ply, % in., 7c. per 
ft. in 50-ft. lengths; 6 ply, %4 in., 8%c. 
per ft. in 50-ft. lengths; 7 ply, % in., 
10%c. per ft. in 50-ft. lengths; double 
braid in % in., 500-ft. coils, 8%c. 

per ft. 


HOES.—A few fill-in orders are being 
booked by local jobbers. 

We quote from Cincinnati jobbers’ 
stocks: 

First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; 6% in. $9.96 per doz.; 7 in., 
$9.96 per doz. 

True tempered cotton hoes in 6 in. 


size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 
Black finish hoes in 6 in. size, $6.36 


per doz.; 6% in., $6.72 per doz. 


HOSE ATTACHMENTS.—Sales have 
been fairly good in the last two weeks. 
We quote from Cincinnati jobbers’ 


stocks: 

Diamond nozzles, $3.60 per doz.; 
Pet nozzles, $4.90 per doz.; Gem 
nozzles, $5.50 per doz. 


HOSE REELS.—Business is steadily 
increasing in this line. _ 


We quote from Cincinnati jobbers’ 
stocks: 


Wooden hose reels, 
Victor iron hose reels, 
10 iron hose reels, $3.55 each. 
Alsteel hose reels, $1.65 each. 


ICE CREAM FREEZERS.—tThe cold 
weather has retarded sales, but orders 
this month should be normal. 


$14.50 per doz.; 
$2 each; No. 
Donley 


We quote from Cincinnati jobbers’ 
stocks: 

White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each; 
8 qt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
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each; 6 $4.30 each; 8 qt., $5.55 
each. 

Peerless.—1 qt., $2.95 each; 2 qt., 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies on 


the above prices. 


JUVENILE VEHICLES.—A fair re- | 
placement demand is reported from the | 
retail trade. 


at... 


} 
| 
| 
| 
| 
| 
We quote from Cincinnati jobbers’ | 
stocks: | 


Scooters.—No. 109, $2.09 each; No 
110, $3 each. 

Sidewalk Cycles.—No. 11, $11.50 
each; No. 12, $12.75 each. 

Velocipedes.—No. 61, $2.90 each; 
No. 7E, $3.30 each; No. 46, $7.40 each 


| 
LAWN MOWERS.—The spring season | 
for lawn mowers has been fully up to | 
normal, and fill-in orders have poem | 
taken at a fair rate by Cincinnati ware- 
houses. 

| 


We quote from Cincinnati jobbers’ 
stocks: 

Cheap Grade.—12 in., $4.85 each; 
14 in., $5.15 each; 16 in., $5.45 each. 

Ball Bearing.—14 in. medium grade, 
$8.15 each; 14 in., good grade, $9.25 
each; 14 in., best grade, $11 each; 
16 in., medium grade, $8.50 each; 16 
in., good grade, $9.75 each; 16 in., 
best grade, $11.50 each; 18 in., 
medium grade, $8.85 each; 18 in., 
good grade, $10.25 each; 18 in., best 
grade, $12 each. 


LAWN RAKES.--Retail business 
this item is good. 


We quote from Cincinnati jobbers’ 


stocks: 
Wire lawn rakes, $6.75 per dozen; 
wooden lawn rakes, $6.50 per dozen. 


NAILS.—There has been no change i 
the price of nails, 
We quote from Cincinnati jobbers’ 
stocks: 
Common wire nails, 
cement coated nails, 


$2.95 per keg; 
$2.95 per keg. 


POULTRY NETTING.—Fill-in orders 
continue to be fairly good. 


We quote from Cincinnati jobbers’ 
stocks: 

Poultry netting, 
50 and 10 per cent 
netting, galvanized before, 
10 per cent off list. 


after, 
poultry 
10 and 


galvanized 
off list; 
50, 


RAKES.—The demand from the retail 
trade has been up to normal. 

We quote from Cincinnati jobbers’ 
stocks: 

True-tempered grade 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10.56 per doz.;: 
competition grade, 12-tooth rakes, $5 | 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 


12-tooth 


ROOFING MATERIAL.—In this line 
business has increased somewhat, and a 
normal spring season is looked for. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper.—Light standard, 
$1.10; medium standard, $1.35; heavy 
standard, $1.60; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 
fast, $1.90; K red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.: in half 
barrel lots, 28c. per gal.; -coal tar, 
crude, in barrel lots, 24c. per gal., in 
half-barrel lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib., 12c.; in 5-lb. cans, 9%4c. per Ib.; 








in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
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case; in 5-lb. cans, 12 cans to the 
box, S8lgc. per Ib.; in 10-lb. cans, 6 
cans to the box, 742c. per Ib. 


ROPE.—Prices are the same as two 


| weeks ago. 


We quote from Cincinnati jobbers’ 


stocks: 
Manila rope, 22%c. a Ib.; sisal rope, 
13%c. a Ib. 
SANITARY PRODUCTS.—tThis line 


| continues very active, and dealers are 


constantly placing small replacement 
orders. 


We quote from Cincinnati jobbers’ 
stocks: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 


doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; ease of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 


per doz. 

Chaco boiler liquid, single - quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per at. 
Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner. 16 oz. size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1.00 per 
dozen. 

Hercules Radiator Stop Leak, § oz. 
cans, 1, 2 and 3 dozen cans to a car- 
ton, $4.50 per dozen. 


Hercules boiler liquid, quart cans, 
$2.25 each. 
Economy plumber, drain pipe 


cleaner, $2 per dozen 1-lb. cans. Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 
size is packed one, two and three 
dozen to a carton. The 2-lb. size is 
packed in one and two dozen cartons. 


=. ’ 
SCREEN DOORS.—Sales of this item 
have been especially brisk. 
We quote from Cincinnati jovbers’ 
stocks: 


Screen Doors.—No. 241, $18 per 
doz.; No. 281, $19 per doz.; No. 314, 


$25.30 per doz.; No. 355, $34.90 per 
doz.; No, 315, $32.10 per doz.; No. 
315, galvanized, $32.60 per doz. Note 


that all of the above quotations are 
on the size 2 ft. 10 in. x 6 ft. 10 in. 


SCREWS.—A normal demand is re- 


ported by jobbers. 


We quote from Cincinnati jobbers’ 
stocks: 

Flat head bright screws, 60 and 7% 
off list; flat head blue screws, 60 and 
21% off list; flat head brass screws, 
50, 10 and 10 off list; round head 
blue screws, 50, 10 and 10 off list: 
round head brass screws, 50 and 10 
off list; bright wire goods, 85 and 25 
off list. 


SHEARS.—Business has been good in 
this line, and a few fill-in orders still 
are being placed with jobbers. 


We quote from Cincinnati jobbers’ 
stocks: 





Pruning Shears.—No. 1091S, $4.20 
per doz.; No. 25, $2 per doz.: No. 
2092V, $7.25 per doz.; No, 2192, $11.45 
per doz.; No. 4192F, $15.20 per doz.; 
No. 4155F, $31 per doz. 

Hedge Shears.—8 in., $1.10 per 
pair; 9 in., $1.20 per pair; 10 in., $1.30 
per pair; lady’s size, No. 100L, 80c. 
per pair. 


SPADING FORKS.—Business this sea- 
son has been up to normal. 

We quote from Cincinnati jobbers’ 
stocks: 

Light weight spading forks, $10.80 
per doz.; heavy grade steel D forks, 
$15.84 per doz.; heavy grade wooden 
D forks, $18.80 per doz.; Jumbo forks, 
$21.12 per doz. 


SPRAYERS.—Demand continues 
tive. . 


ac- 


We quote from Cincinnati jobbers’ 
stocks: 
_ Paragon sprayers, 30 and 5 off list; 
in lots of 5 or more, 35 off list. 


VENTILATORS.—Sales are falling off 
as warmer weather draws near. 


We quote from Cincinnati jobbers’ 
stocks: 

Continental ventilators, wooden 
type, No. 923, $3.65; No. 937, $4; No. 
949, $5.50; No. 959, $6.05; No. 1537, 
$5.25; No. 1549, $7.10, and No. 836, 


$3.35, all prices per doz. 

Continental ventilators, metal type, 
No. 833, $4.60; No. » $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80, all prices 
per dozen. 

Diamond E ventilators, all metal 
type, No. 01, $4.40; No. 02, $4.80; No. 
03, $5.60; No. 1, $5.20; No. 2, $5.60: 
No. 3, $6.40; No. 4, $7.60, and No. 5. 
$8.40. All diamond E prices are per 
dozen. 


WATER COOLERS.—Business is pick- 
ing up slowly, but the bulk of the sea- 
son’s orders probably will not be placed 
until some time this month. 


We quote from Cincinnati jobbers’ 
stocks: 2 gal. cooler, $1.80 each; 3 
gal. cooler, $2.05 each; 4 gal. cooler, 
$2.40 each; 6 gal. cooler, $2.90 each; 
8 gal. cooler, $3.90 each; 10 gal. cooler, 
$5 each; Twentieth Century cooler 
with bottle, No. 50, in mahogany fin- 
ish, $10.80 each; Twentieth Century 
cooler with bottle and stand, No. 500, 
in mahogany finish, $13.75 each; 
Twentieth Century cooler with bottle 
No. 50, in white finish, $11.25 each: 
Twentieth Century cooler with bottle 
and stand, No. 500, in white finish, 
$14.50 each. 


WATER HEATERS.—There is a good 
demand for this commodity. 


We quote from Cincinnati jobbers’ 
stocks: 

Kerosene-burning Perfection water 
heater No, 431A, $170 each; No. 421A, 
$80 each; No. 412, $40 each; No. 411, 
$33 each; No. 405, $23 each. 


WINDOW SCREENS.—Sales have 


been active in this line. 

We quote from Cincinnati jobbers’ 
stocks: = 

Window Screens.—No. 


1833, $4.10 


per doz.; No. 1833 galvanized, $4.25 
per doz.; No. 2433, $4.85 per doz.; 
No. 2433 galvanized, $5 per doz.; 


No. 3037, $6.55 per doz.; No. 3037 gal- 
vanized, $6.85 per doz. 


WIRE CLOTH.—There has been no 
change in this commodity. 


We quote from Cincinnati jobbers’ 
stocks: 

12-mesh black cloth, $1.80 per 100 
sq. ft.; 12-mesh opal cloth, $2.10 per 
100 sq. ft.; 14-mesh opal cloth, $2.50 
per 100 sq. ft.; 16-mesh opal cloth, 
$2.85 per 100 sq. ft.; 14-mesh bronze 
cloth, $5.50 per 100 sq. ft.; 16-mesh 
bronze cloth, $6.10 per 100 sq. ft. 
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Spring Goods Are More Active in 
Atlanta, Ga., 'Territory—Prices Firm 


(Atlanta office of HARDWARE AGB) Hose reels, $3.85 up; hose couplings, 
le to % in., $1.25 doz.; clinch coup- 


ATLANTA, GA., May 7.—Jobbers in this section have just finished tings, $1.75 per dos.; galvanized hose 








listing their inventories, and in the next ten days or two weeks will clamps, i nd %, in —— 

complete the final figures that tell the year’s business. Hopes run) ,, Galvanized sprinkling, cans, fat: 

high as to the outcome, many are expecting sales and profits to Op eke ge $9.00 per 
aozZ.; « op. .40 oY Zz. 


run satisfactorily above those of the last fiscal year. POULTRY NETTING AND SUP- 
The past four days of fair weather have resulted in many tele- PLIES.—Orders are pleasing. There 
graphic and phone orders for quick shipments of farm tools and | have been no price changes. Stocks ap- 


implements, which indicates that the farmer is holding off his | Pe" adequate. 
JOBBERS’ QUOTATIONS TO RE- 


wants until actual need. Farming is running several weeks behind TAILERS, F.O.B. ATLANTA, GA.: 
in this section, however, the fruits and those few fields that were on 260 SRS Dae pe 
successfully planted have not been injured to a great extent. | galvanized before’ weaving: 12 x 1, 
° ° ° ° * ° $4.95 per roll; 18 x 1, $7.12 per roll; 
Retailers in Atlanta and in the surrounding territory are enjoy- 24 x 1, $9.08 ‘per roll; 30 x 1, $10.83 
ing a substantial business on screen goods, refrigerators, water Py 20 per eds’ 6b 4, 830.68 per roll: 
coolers, ice cream freezers, oil cook stoves and sporting goods. per doz. 18 x 2 $3.08 per doz’; 24 x 
Prices are firm and collections are fair at this time. Tete te Petia i ele 


per doz.; 60 x 2, $8.91 per doz.; 72 x 
2, $10.69 per doz. The above prices 











AUTOMOBILE TIRES AND “ACCES- less 60 per cent. Nuts list less 60 are list and subject to a discount of 
per cent. Stove bolts less 75 per oe -apglbe silat . ‘ 

SORIES.—The past week has shown a cent. Tire bolts less 50 per cent. a)? hg 
. . . . . — 2 
pickup in specifications and shipments. Lag bolts, 60 per cent. Rivets, large, den: Ste. 0 TE ber Gens He. 34 
. $4.00 base per 100 Ib. Small wagon na SNe? ee _ 
Prices are the same. Stocks are ample. rivets at 60 per cent. $4.00 per doz, M0. os? 75e. a aos. 
7 | eeders.— No. , Soc. per doz.; No. 
TA EHS F.Oe ATLANTA Cake =| BUILDERS’ HARDWARE.—Business | 12, ($1.65 per doz. No. 27, $1.65 per 

. . . 4 9 OF - 

High pressure tires, size 30 x 3%, is fair. “SS Treting ann ee 
Clincher, $6.10; 30 x 314, extra size, JOBBERS’ QUOTATIONS TO RE- on 66 oar don: 106. Sh, SAEs per dee: 
$8.30; 31 x 4, '$13.00; 32'x 4, $13.80; TAILERS, F.O.B. ATLANTA, GA.: | We Of Sh35 ber dc. . 
33 x 4, $14.50; 82 x 414, $20.20; 33 x 5, Ball tip plated steel butts, dull | Large Feeders.—No. 140, $9.70 per 

Balioon ti 29 x 4.40, $9.16: 30 x Drees of ome Copeer antes, in toe =| dos; No. 141, $14.80 per dos. 

i" aavoen ~, A ey -f' be ; ig than case lots, 3 x 3, $20.00 per 100 | 
5, 55; x 6.25, $15.15; x 5.75, air; 3% x 31%, $21.00 r 100 pair; . t —e - 
$20'85: 30 x 6, $20.40; 32 x 6, $21.10 ye é 4, x : BJ AR nano SCREEN GOODS. Jobbers and deal 

Tubes, high pressure, tan, size 30 x heavy strap, size 4 in., 95c. per doz. ers note a pickup in orders. Prices are 
3%, § $1. ee ‘os z* $2,4; 32 = 4. arti petr: 5 in. $1.25; 6 in., $1.50; 8 in., the same. 

, x , x , 50; 10 in., $4.30; 12 in., $6.85 
$3.00: "34 x 414, $3.10; 33 x 5, $3.75. ay Pi Bag oan hag Bow JOBBERS! QUOTATIONS TO RE- 
Gray, red and brown tubes are quoted $1.40 per doz. pair; 8 in., $2.00. Extra TAILERS, F.O.B. ATLANTA, 
at less than tan tubes. Gray balloon heavy tee hinges, 8 in., $3.00; 10 in., Screen Doors.—3 x 7, No. 240, si 50 
tubes, 29 x 4.40, $1.85; 30 x 5, $2.25; $4.75. per Sor $36! 240G14, $20. 50 per doz.; 
31 x 5, $2. mi 30 x 5.25, $2.55; 30 x 5.75, P r ‘ P No. 301, $26.75 per doz.; No. 301G14, 
$3.10; 32 x 6, $3.10: 33 x 6, $3.55. FILES.—Business is fair. Atlanta job- $28.75 per doz. 
AXES. —Jobbers are filling a few scat-| bers quote: Diamond files at 50% and | No 3137, ene’ per aa No. 3037, 
tering orders now and booking some for cheaper grades as low as 70%. $6.85 per doz.; No. aa $8.00 per doz. 
: . . oe . Screen Windows etal Frame.— 
fall shipment. A few orders are being | FREEZERS.—Business is increasing. No. M2437 G ’ gx aa 
% » No. M2437 G14, $9.85 per doz.; No. 
received for prompt shipment and some tinue’: arr ee ae M2837 G14, $10.85 per doz. 
dealers are placing specifications for White Mountain Freezers.—1 qt... | WIRE PRODUCTS.—Fence and fenc- 
fall shipment. ag oats 4 She gag eat ibis — | material. Orders are fair. Stocks 
ist: 4 qt., $8.25 list; 6 qt., .45 list: | 
JOBBERS’ QUOTATIONS TO RE-  f  Nut” $13.40 list: 10 qt,” $17.90. list: are ample. 
TAILERS, F.0O.B. ATLANTA, GA.: | fg tte eee tuk: ag te’ Seeee: iiet: p 

3 to 4 Ib. standard handled axes at | eno dane” ae oe Caen re JOBBERS’ QUOTATIONS TO RE- 
$19.75 er dozen 1 20 qt... $33.20 list; 25 qt., $42.60 list. TAILERS, F.O.B. ATLANTA, GA.: 

. RI 1 fal ff | 9 hg dee a a gt. apg | 6 to 9 ’ gage, plain smooth wire, 
BATTE TES.—Sa es have a len 0 SS a's i £95 iets i $11'16 $3.50 per 100 Ib., $4.00; 10 gage, plain 
considerably. Prices are firm. Stocks ee Oe ee er ee eee smooth wire, $3.55 per 100 Ib., $4.05; 
are satisfactory. The above list prices are less 50 11 gage, plain smooth wire, $3.60 per 

JOBBERS’ QUOTATIONS TO RE per cent discount 100 ms $4.10; 12 pase, plain smooth 

° | > a ae’ Hees: wire, $3.65 per 100 Ib., $4.15; 14 gage, 
TAILERS, F.0.B. ATLANTA, GA.: » Alaska Freezers.—1 aqt., $2.95 list; plain smooth wire, $3.90 per 100 Ib.. 
Broken Full 2 qt., $3.45 list; 3 qt., $4.10 list; 4 qt., $4.45: 16 gage jai + th wire 
P ‘nate $5.00 list; 6 qt., $6.30 list; 8 qt., $8.20 ‘ant awe ame ee eee 
ackages Packages Pgh ane bigs $4.20 per 100 Ib., $4.85. 
$2.53 $2.33 list; 10 qt., $10.75 list; 12 qt., $14.00 Bright Nail $3.15 keg base 
3°39 list; 15 qt., $17.00 list; 20 qt., $21.50 + ne gl apa reaps © ssl yma . 
+ el a Wire.—Per _80-rod_ spool, 2- 
ed } Alaska freezers take discount of point Lt cattle, $2.50; 2-point light 
er 20% and 10%. hog, $2.75; 4-point heavy cattle, $3.40; 
. } oy . 4-point heavy hog, $3.60. 
.39 LAWN GOODS.—A nice pickup in Woven Wire Fence.—Per 20-rod 
Be sales noted by jobbers and retailers. se rissa este $6.00; 939-11, 
1.30 Prices are firm and not expected to "Poultry and Rabbit.—14 gage fence 
92 * ; J - ro 635-14 n 438-14 

ay AINeE Pear ag po change during the season. Local stocks Pee aite-in tn 60. 14, $4.00; 1948-14, 
100; No. 6, ignition type, $32.50 ner are adequate. Steel Fence Posts.—‘‘T”’ galvanized, 
100. Ks JOBBERS’ QUOTATIONS TO RE- 5 ft., 55c. each; fornmied painted, 35c. 

Flashlight Batteries.—No. 935, $9.25 TAILERS, F.O.B. ATLANTA, GA.: each; “T’’ galvanized, 6% ft., 65c. 
per 100; No. 950. $9.25 per 100; No. 3all bearing lawn mowers from each; formed painted, 45c. each; .‘T’’ 

| 
790, $18.50 per 100; No. 705, $27. 50 per | $7.50 up. Plain bearing lawn mowers, galvanized, 714 ft., 70c. each; formed 
100; No. 750, $18.50 per 100; No. 761, $4.50 up. painted, 50c. each; “T” galvanized, 
$25.00 per 100. ss Water hose, 1% in. by 5 ply, 7c. per 8 ft., 75c. each; formed painted, 55c. 

Multiple Hot Shot Batteries.—No. | foot; % in. by 5 ply, 8e. per foot: each. 

1461, 4 cell, $1.67 each; No. 1661, 6 | % in. by 5 ply, 9%ec. per foot; in 25 Wire Screen.—Fair weather’ in- 

cell, $2.37 each. foot lengths, 50 feet and longer, 4c ereases orders. Prices quoted f.o.b. 
less. Atlanta: 

BOLTS, NUTS AND RIVETS.—Stocks Hose nozzles are $4.00 to $6.00 per 12-mesh, black, $1.85 per 100 sq. ft.; 

are full and well assorted. dozen. 14-mesh, galvanized, ori per 100 sq. 

€ i spri 3 ; .; 16-mes ralvaniz 2.90 per 100 

JOBBERS’ QUOTATIONS TO RE- _ Rain King Sprinklers, $2.35 each; ft.; 16-mesh, galv unized, p ) 
TAILERS, F.0.B. ATLANTA, GA.: Giant King Sprinklers, $7.50 each; } sq. ft.; 16-mesh, bronze, $6.50 per 

4 Ring Sprinklers, 50c. each. 100 sq. ft. 


Carriage and machine bolts are list 
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Demand for Seasonal Goods Improving — 


New York Jobbers Report Collections Fair 


NEW YorRK, May 8.—Increased activity in seasonable merchandise 
is reported by jobbers serving the Metropolitan territory. April ap- 
pears to have been on a par with the same month of 1927. To date 
it looks as though May might prove slightly better than May of last 


year. 
distributors. 


There are no important price changes announced this week. 


The month starting with warm weather encouraged local 


Col- 


lections average from poor to fair, but it is generally believed that 
continued warm weather will stimulate consumer buying which in 
turn will improve the wholesale collections. 

Though building reports look very rosy, the hardware trade has 
not yet felt the benefits of what appears to be a very large spring 


building program. The value of 


this activity will likely be notice- 


able in another three or four weeks. 





BATTERIES.—It is hoped that im- 
proved summer broadcasting will be a 
factor in keeping up a steady demand 
for radio batteries. There has been 
some falling off, local jobbers report. 
Ignition and flashlight batteries are 
having a fairly good call. Prices are 
very firm. Local wholesale stocks ap- 
pear satisfactory. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Dry cells, No. 6, ignition type, 
ae: No. 71ill, same type, 35%c. 
eacn, 

Hercules, No. 6 ignition type, 23c. 
each in lots of 50. 

B batteries, No. 767, 
units of 5, $2.44 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3.00 each; in units of 5, 
$2.80 each. Layerbilt No. 486, $3.59 
each; units of 5, $2.33; New Layerbilt, 
No. 485, $2.53 each, in units of 5, $2.33 
each. 


BOLTS AND NUTS.—Normal demand 


2.62 each; in 


reported. There have been no price 
changes. Stocks are apparently ade- 
quate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Carriage bolts, 55 off list. Cast 
bolts, 69 per cent off list. 

Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
= per cent off list; 1% to 1%, 30 off 
st. 


Coach screws, 55 off list. Cast 
holts, 60 per cent off list. Step bolts, 
50 per cent off list 


BUTTS.—Moderately active, with no 
change in prices. Jobbers quote on 
steel butts, case lost, 3% by 3%, 18 
cents per pair, and in less than case 
lots the same size 19 cents per pair. 
Stocks are ample. 


CARPET SWEEPERS.—More active 
demand found for sweepers and kin- 
dred house cleaning equipment. Ex- 
pected to continue active for some time. 
Prices are the same and stocks are ade- 
quate. 
JOBBERS’ QuetATions TO RE- 
TAILERS, F.O NEW YORK 
Carpet Seaman “rr \* cach: 
Universal, japanned, $3.5 each} 
Universal, nickel plated, $3. Ss each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 


and American Seen, $4.50 each; 


Sterling, $2.10 each 


CLOCKS.—Fair sale of auto clocks. 
Moderate demand reported for alarm 
clocks. Prices are unchanged and 
stocks appear satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices. Ben Hur, $1.76; same lumi- 
nous, $2.46. 

Blue Bird, luminous dial, $1.76. 
Blue Bird, $1.22. Sleepmeter, $1.40. 
Sleepmeter, luminous dial, $2.10. 
American, $1.05. 

Auto clocks, bs 2 plain, $1.76; 
same luminous, $2.4 

Prices hey Each 


FREEZERS, ICE CREAM.—Early in- 
terest is considered very encouraging. 
Business has not yet developed any 
great volume, but early orders look 
good, jobbers say. No price change is 
expected during the season. Local 
wholesale stocks are adequate. Types 
not quoted this week will be added in 
the next issue. ' 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B 
Acme freezers, 2 qt., bright-gal- 
vanized_ tapered, 00 per dozen; 


same enameled-galvanized, $10.00 per 
dozen; 4 qt. enameled-galvanized, 
$18.00 per dozen, and pint size, Junior 
enameled, $4.80 per dozen. 
Arctic freezers, 1 qt., :. 2 at., 
$2.30; 3 qt., $2.78; 4 qat., $3.44; 6 q 
be ge 8 qt., $5.55; 10 qt., $7.40, Pe, it 
$8.33. ‘Prices are each and NE 
wAuto vacuum freezers, No. 1, 32 33: 
No. 2, $2.67; No. 3, $3.33, and No. 4, 
$4. oo” Prices are each and NET. 
Casco Effortless freezer, $2.67 each. 
Everybody’s 2 freezer, ; + 
$3.50; 1 qt., $4.50; 2 qt., $6.00; 3 
$7.00, and 4 qt., $8.00. These _ 
LIST prices, per each and are sub- 
ject to a dealer’s discount of 30 per 
cent. The Everybody’s freezer is 
gray enameled. 
ane freezers, cottage special, 2 
$1.50 each NET. 
«White Mountain og 3 2: e., 


50.78 is at., 


at. 
Prices are each and 


$16.80. 


HAMMERS AND HATCHETS.—Job- 
bers report an advance of opproximate- 
ly 5 per cent on second grade hammers 
and hatchets. 


20 at., 
NET. 





Reading matter continued on page 98 





NAILS.—Firm prices and fairly good 
sale reported. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Comon wire nails, bright, 4d, $4.25 
per keg; 6d, $4 per keg; 8d, $3. 85 per 
keg; 10d, $3.75 per keg. Common wire 
nails, galvanized, 4d, $6.75 per keg; 
6d, $6.50 per keg; 8d, $6.35 per keg, 
and 10d, $6.25 per keg. 

Wire ‘box nails, smooth, 4d, $4.45 
er keg; 6d, $4.10 per keg, and 8d, 
3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, = $7.45 per keg; 6d, $6.85 
per keg; 8 $6.60 per keg, and 10d, 
$6.50 per i, 


LINSEED OIL.—Prices are slightly 
higher. Demand is moderate. Dis- 
tributors quote linseed oil in lots of one 
to four barrels, 11 cents per lb., Cal- 
cutta linseed oil in barrels, 15.9 cents 
per lb. Boiled oil is 4/10 cents extra 
per lb., double boiled oil is 5/10 cents 
extra per lb., and oil in half barrel lots 
is 7/10 cents per lb., additional. 


OIL COOK STOVES.—Trade is prepar- 
ing for an active season. Long Island 
dealers express belief that this line 
will be unusually good. Prices are. 
steady and not expected to change. 
Stocks are satisfactory. 


JOBBERS’ apg | TO RE- 
TAILERS, F.O YORK: 

Perfection oil oe atin No. 339, 
full white porcelain, enamel, 4 stand- 
ard, 1 Giant Superfex burners, built 
in oven with white cabinet, $140; 

74, satin-black finish, 4 cobalt porce- 
lain burners, $28.50 for stove only, 
with white cabinet, $41.50; with black 
cabinet, $36.50; same with 3 burners, 

22.50; $33.00 and $29.00; same with 
2 burners, $17.50 for stove alone and 
with black cabinet, $22.75. 

These are list prices subject to a 
discount of 30 and 5 in lots of 10 
or more and for lots of less than 
10, 30 per cent off list. 

PRESERVING EQUIPMENT.—Early 
interest moderate. Expect more activ- 
ity next month. Prices are firm. Local 
wholesale stocks are satisfactory. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW te ig 

Everedy bottle capper No. 834c. 
each. Cork assortments of 508 corks, 
sizes 6 to 10, $1.07 per assortment. 
Everedy jelly bag and stand No. 6, 
50c. each; bag only for stand No. 6, 
17c. each; Universal Alladin preserv- 
ing season’ set No. » $1.95 each. 
Universal family scale, $4.80 per as- 
sortment of three scales. 


ROLLER SKATES.—Demand has be- 
come more active with the improve- 
ment in the weather. Prices are uni- 
form and local stocks ample. 


JOBBERS’ Sern Tree Lad RE- 
TAILERS, F.O.B. NEW YOR 

Roller skates, extension, ae heat 
and toe straps, plain steel rolls, 72c. 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for boys, 
with self-contained ball _ bearing 
wheels, $1.42 per pair; for girls, $1.52 
per pair. 

Roller skates accessories: keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1.00 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 12c. 
per pair. 
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The Remington Weekly Letter 


A MODERN 


Geographically the world has been pretty 
thoroughly explored. There are few 
places left to be discovered. But scien- 
tifically, there are still many  un- 
known realms to excite the imagina- 
tion, and to tax the 
ingenuity and _perse- 
verance of those who 
are bent upon mak- 
ing discoveries. 


Mr. James E. Burns, 
ehemist, is one of these 
modern explorers. A 
specialist in priming 
mixtures for more than 
twenty years and a re- 
search chemist for 
many years more, his 
efforts are largely 
responsible for the 
perfection of a prim- 
ing mixture that pre- 





EXPLORER 


During his thirty-seven years as a ballistic 
engineer, Mr. Burns made researches and 
experiments upon priming compositions 
his hobby and pastime. His researches 
were interrupted during the war, but after 
the war Mr. Burns took 
up the work again, and 
in the Spring of 1925 
Kleanbore priming was 
produced and Klean- 
bore Cartridges are now 
the most popular me- 
tallics on the market. 


It is the Remington rule 
to put every new de- 
velopment to a_ thor- 
ough test before it is 
offered to the public. 
Many millions of 
rounds of these new 
cartridges were manu- 
factured and fired be- 


vents rust, corrosion fore it was conclu- 
and pitting on the sively proven that they 
inside of rifle and James E. Burns, Chemist measured up to Rem- 


pistol barrels. His scientific discover- 
ies revolutionized the ammunition busi- 
ness and were instrumental in giving 
to the world Remington Kleanbore 
Cartridges, first in rim fire sizes and now 
in all smokeless metallic sizes and in .410 


gauge shotgun shells. 


ington’s exacting standards. That is why 
it was not until 1927 that Remington 
Kleanbore Cartridges were announced 
and put on sale. Now Remington Klean- 
bore Cartridges can be seld with com- 
plete confidence that they will live up to 
all claims that are made for them. 


We have had a number of re- 
quests for reprints of these 
Weekly Letters to be distributed 
to salesmen and others. We 
shall be glad to supply any of 
our customers with copies, upon 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 


President 
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SANITARY PRODUCTS. — Moderate 
sale reported, with prices the same. Lo- 
cal wholesale stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Economy plumber, drain pipe | 
cleaner, $2 per dozen 1-lb. cans. Same | 
in 2-lb. cans, $3.90 per doz. The 1-Ib. 
size is packed one, two and three 
dozen to a carton. The 2-lb. size is 
packed in one and two dozen cartons. 

Di.olvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. De- 
solvo, triple strength, 16 oz. size, case 
of 2 doz. eans, $4 per doz.; half gross 
lots, $3.75 per doz.; in gross lots, $3.50 
per doz. Desolvo, triple strength, in 
2 lb. cans, case of 1 doz. cans, $7 per 
doz., and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz, cans, $2.15 per doz., gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, 
lots, $2.25 per doz.; 
cans, $2.15 per doz.; gross lots, $2 
per doz, 

Chaco boiler liquid, single quarts 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per | doz.; tile 
and _ porcelain cleaner, 16 oz. "size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 qt. 
size, $9 per doz.; window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 
oz. size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 


SASH CORD.—Jobbers have not yet 
followed any advance reported as be- 
ing made recently by manufacturers. 
Stocks are satisfactory. Demand is 
normal. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Sash cord, Samson spot No. 8, 70c. 
to 72c.; Aetna No. 8, 27c. to 31c., and 
Phoenix No. 8, 33c. to 39c. 
No. 7 is le. higher and No. 6 is 3c. 
higher on all brands. 
SCREWS.—As in the case of other 
staple lines, sales are normal. Prices 
are the same and stocks adequate. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Wood Screws, flat head, bright iron, 
50-10-10; round heads, blue, 45-10-10; 
round head, iron, nickel plated, 27%4- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 45-10-10: round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 


less than case 
case of 2 doz. 





R. W. Rubber Weather Strip 


No. 216 Rubber Weather Strip is manu- | 
factured by Richards-Wilcox Mfg. Co., 


| Aurora, II. 


in. 
| doors from 134 


Machine screws, flat and round 
heads, brass and iron, 70 per cent off 
list. 


SPRING GOODS. — Demand shows 
steady though not heavy improvement 


| each week. May sales to date very en- 


couraging. Prices are not expected to 
change materially during the season. 
Local wholesale stocks are expected to 


| be adequate. 


JOBBERS’ QUOTATIONS sl —_ 
TAILERS, F.O.B. NEW YOR 
Garden Hoes 

Ladies, garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronze socket 
shank, 4% ft. handle, 93c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 
8144c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 81%c. each. 

Garden hoes are packed 12 in 
bundle. 

Warren type hoes, 86c. 
Scuffle type hoes, 81c.. to 92ce. 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.09 each. 

Mortar hoes are packed 12 


bundle. 
Steel Rakes 


Light weight, black finish, ash 
handle, 12 teeth, 46c. each; with 14 
soe, 50c. each; with 16 teeth, 51%c. 


bronze finish straight 

. ash handle, 12 teeth, 

14 teeth, polished, 83'%c. 
each; 16 teeth, 871K. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.09 each; with 14 teeth, 
$1.02 each. 

Rakes packed 6 in a bundle. 


Cultivators 


Floral cultivator, adjustable 3% 
forged steel prongs, malleable iron 
socket enamel finish, 4 ft. ash han- 
dles, 60c. each; same with 5 forged 
steel adjustable prongs and 4%-ft. 
ash handles, 85%4c. each. 

Packed 6 in a bundle. 


Potato Hooks 


neck, black and 


a 


each. 
each. 


in a 


Solid steel goose 
gold finish. 4% ft. handles, 5 round 
tines, $1.03 each. Same, with bent 
head. polished and bronze finish, 4 
angular black tines, 96%4c. each. 

These are packed 12 in a bundle. 


Manure Forks, 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 


It is made of a flexible rub- 
ber material and it attached with 4% by %4 
steel bars. The strip is intended for 
to 3 in. in thickness and 


| can be used for the center of an opening 
| containing two hinged doors, or the center 


| of a four door sliding-folding opening | 


| where two doors slide and fold back to 


each jamb. When the doors are closed a 


| tight joint is secured. 
! 





Attractive Frantz Catch 


Frantz Mfg. Co., Sterling, Ill., has de- 
signed and is manufacturing a new catch, 
which is a convenient and attractive latch- 
ing device for all type of light doors on 
cupboards, kitchen cabinets, etc. A slight 


| turn of the glass knob, either to the right 


| 


| 











bronze finish, $1.71 each. 
Same, 5-12% in. tines, $1.891%4 each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash handles, 4-12 in. tines, $1.56 each. 
Same with 5-12% in. tines, $1.90 


in. tines, 


each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dles, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure 
forks are packed 6 in a bundle. 


Hay Forks 


Strapped ferrules, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handles, $1.15% each, and with 6 ft. 
bent handles, $1.39 each. 

Hay forks are packed 12 
bundle. 

Five per cent off all prices on 
spring goods in bundle lots. 


Lawn Rollers 


Dunhams, waterweight rollers, No. 
2, $9.00 each; No. 4, $10.76 each. 


Hose Reels 
Donley all metal No. 2, $1.55, and 

No. 10, $2.50 each. 

Urns and Pereolators.—Celebrating 
its seventy-fifth birthday, Landers, 
Frary & Clark, New Britain, Conn., has 
suggested a special reduction of 10 per 
cent on Universal urns and percolators 
to be offered to the consumer from 
May 1-31. The company has arranged 
to have regular sources of supply allow 
participating dealers to obtain 10 per 
cent of their usual costs on these items. 
This applies to urns and percolators 
sold separately or packed in sets. 
VENTILATORS.—Sales are fair, with 
prices the same. Local wholesale stocks 
are considered satisfactory. 


JOBBERS’ ao nau st ~~ RE- 
TAILERS, F.O.B. NEW YOR 
ae ventilators, 


in a 


aieiliow 


$7. ‘10, and No. 
836, "$3. 5° ‘all pias’ per dozen. 
Continental ventilators, metal type, 
No. 833, $4.60; 0. 837, .75; No.. 
1137, $5. '30; No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80, all prices 
per dozen. 


Diamond E ventilators, all metal 


$8.40. All dcteendl E prices are per 
dozen. 

Wurldsbest window ventilator, No. 
2, $2.50; No. 3, $3.00; No. 4, 50; 
No. 5A. $4.00; No. 6A, $4.7 5, and No. 
6B, $%.00. These are LIST PRICES 
per each and are subject to a dealer's 
discount of 3314 per cent. 


or left, unlatches the catch. Merely push- 
ing the door shut, locks it. The installa- 
tion of this catch is easy, requiring the 
boring of one hole and the sinking of four 


screws. In addition to its simplicity, the 
mechanical construction of the catch in- 
sures quick installation and positive latch- 
ing. 


Reading matter continued on page 100 
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Just by glancing at the illustration shown below, you can see 
how easy and simple it is to open or shut Slidetite equipped 
garage doors. Instead of being outside, all Slidetite garage 
door hardware is inside. So Slidetite doors can’t blow shut. 
They won’t stick or sag. They won’t rust. And because they 
do away with dangerous center posts, they give an unob- 
structed, full-width opening. 


No matter what weather conditions may be, you can always get 
in and out of your garage as easily as you enter or leave your 
house—once you have installed Slidetite. In the most bitter 
days of winter, as in. mid-summer, they respond instantly— 
even to the light touch of a child. In brief, Slidetite is the very 
last word in garage-door convenience and efficiency! 





Newyork |» AURORA,ILLINOIS,U.S.A. « ~~. chicaso 
fiers, Leven caeet mates Spagem, m toty, serene, So perce 


Moatreal RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 


Car always 
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Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 


“Some of them 








“Just where did the automobile truck 
hit you?” asked the dealer. 

“Well,” said the injured young woman, 
“if I had been wearing a license plate it 
would have been badly damaged.” 


Bill thought his gas was getting low; 
He struck a match; the tank let go, 
Bill sailed three miles right in the air, 
Three miles on a pint is pretty fair. 


Billy’s daddy took him down to the rail- 
road yards to see the circus unloaded. 

After seeing the elephants, camels and 
cages unloaded from the cars, his daddv 
said: “Well, Billy, I guess we've seen it 
all. Shall we go home now?” 

But Billy had one more wish. “No, 
daddy, let’s stay and see them unload the 
clowns.” 





“Can’t you wait on me?” asked the im- 
patient customer. “Two pounds of liver. 
I’m in a hurry.” 

“Sorry, madam,” said the butcher, “but 
‘two or three are ahead of you. You 
surely don’t want your liver out of order.” 





Ma: “Where’s the cow, Johnnie?” 

Johnnie: “I can’t get her home; she’s 
down by the railroad track flirting with the 
‘tobacco sign.” 





A man who was wanted by the police 
had been photographed in six positions and 
the pictures sent out to the State police. 
In a few days headquarters received this 





from a small-town chief: “I duly received 
the pictures of the six miscreants wanted. 
Five of them have been captured and we 
are on the trail of the sixth.” 





“Didn’t you say this car would do sev- 
enty-five miles an hour without any trou- 
ble?” asked the recent purchaser of the 
agent. 

“Yes,” was the reply. ‘“Didn’t she?” 

“She did seventy-five all right, but the 
trouble I got into cost me twenty dollars 
and costs.” 





A merchant, unable to sleep, tossed fret- 
fully on his bed and muttered unintelligi- 
ble words. The wife of his bosom sought 
the cause of his restlessness. In answer 
to her inquiries he said: 

“You should expect me to sleep when 
my note to Cohen in the bank comes due 
tomorrow for $5,000 and there’s only $2,000 
in the bank to meet it.” 

“It is?” said the faithful wife. “Then 
I tell you what I should do,.Ike. You 
should get up and go over to Cohen’s 
house and tell him and then come back 
and go to sleep. Let Cohen stay awake.” 





The minister was trying to teach the sig- 
nificance of “white” to a Sunday school 
class. “Why,” he said, “does a bride in- 
variably desire to be clothed in. white at 
her marriage?” 

As no one answered, he explained: 
“White stands for joy, and the wedding 
day is the most joyful occasion of a 
woman’s life.” 





A small boy queried: “Why do the men 
wear black?” 





She had urged him to study the corre- 
spondence course at home and he had— 
just like the advertisements say. At last 
his salary was raised fifty dollars a month, 
also like the advertisements say. “Nell,” 
he cried, “I owe it all to you!” 

“Well, dear,” she retorted, “you won't 
after pay-day.” 

Which was a point the advertisements 
failed to mention. 


THE RADIO BUG 


He tinkered with the radio, 

And got Milwaukee through the air ; 
He heard a lady start to sing. 

Then cut her out for Delaware. 


He got the man in Delaware 
And danced about the room in glee, 
Then switched the button round once more 
To get the stuff from Tennessee. 


From Tennessee to. Boston, Mass., 
From Boston, Mass., to Gotham town. 

He chased the stations through the air 
And one by one he ran them down. 


“What did you hear, what did you learn, 
From all those places great and small ?” 
I asked him once, and he replied, 
“T don’t know, but I got them all.” 
Medical Student: “How long could I 
live without brains?” 
Professor: “Only time will tell.” 





Children’s Day Combines Fun and Sales 


merchants to the movement. 


During the last several 


(Continued from page 65) 


If that is the attitude of the greater stores of the 








weeks representatives of some of the largest stores and 
store syndicates have been visitors at the offices of the 
Children’s Day Promotion Committee and the American 
Institute of Toy Makers. These visitors are toy buyers 


and advertising representatives for these stores and 
syndicates and in many cases they assert they are calling 
on orders from “the big boss.” 

“This movement,” they say, “ is so opportune, it looks 
so good and is catching on so well with the public that 
we cannot afford to overlook it. We have to take part.” 


country, how much less can the smaller store afford to 
overlook it—to identify itself with a movement that is 
attracting so much attention. 

The mail received during the last three weeks by the 
Children’s Day Promotion Committee, 10 West Twen- 
ty-third Street, New York City, indicates that a good 
many hardware merchants are going to enter the adver- 
tising and window display contests. Rules for these 
contests are mailed to all who ask for them; $1,000 for 
window display prizes and $500 for advertising prizes. 
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A Sales Story from the Park 


(Continued from page 65) 


wonderful things are to be seen. A child’s influence on 
the family shopping is not to be ignored. So many 
mothers today find it necessary to take Mary or Johnnie 
or both with them when shopping. If the mother knows 
of a store-where Mary and Johnnie will be interested, a 
store that they like, she will give that store preference 
for her purchases, because Mary and Johnnie are less 
trouble in that store than in others. 

If the mother is buying many household articles, she 
can and will buy more if the children do not bother her 
while making selections. 

And then comes looking to the future. In only a few 
years these children will be intrusted to make small 
purchases for the family. They will have their favorite 
stores, stores where the interesting things came from 
and stores where they are treated friendly. They will 
go to this store if left to their own free will and will 
plead for the privilege of buying there if instructed to 
go elsewhere. 

And then in a few years more these children will be 
making purchases of their own. School equipment, tools 
and articles bought with their first earnings and then 
for their own homes. 

These are some of the reasons why we believe mer- 
chants and salespeople can afford to study merchandis- 
ing in public parks, playgrounds and at home, or wher- 
ever children gather. 


Raising a Tent Like an Umbrella 
(Continued from page 69) 


Because the best sorts of this equipment are rust- 
proofed, the hardware merchant can arrange with. the 
camp overseer to display these tenting accessories in the 
camp itself. Any merchant who will do this will be sur- 
prised at the sales that will result some rainy evening. 

Some hardware merchants have passed up these ac- 
cessories because they do not sell tents. That is rather 
illogical. On the same basis of reasoning this merchant 
would not sell sparkplugs because he does not sell auto- 
mobiles nor house furnishings because he does not 
sell houses. 

But why not sell tents? The usual reason is a lack 
of space to display them. That reason is not always 
good, for the space can be utilized for many things. If 
there is space for the tent in the store, then the space 
inside the tent can be used for a display of a score or 
more of camping articles, including camping axes and 
other tools, camp cutlery, ropes, test stakes, portable 
radio sets or talking machines, rope, cooking equipment 
and what not. These articles displayed in a tent have 
more attraction for the camper than when displayed on 
the shelves. 

If there is no space for the display of a regular sized 
tent, the tent manufacturer will supply a miniature sized 
tent that can be set up on a table and will show the con- 
struction and quality of the tent covering. 

Just why so many merchants have been permitting 
this sort of camping accessory trade to go to local com- 
petitors or mail order concerns is difficult to see. Per- 
haps it is because they do not realize the great replace- 
ment possibilities of the trade and the simple stock re- 
quirements. Tent stakes will get lost you know, and the 
tenter must have stakes. 




















SELL DIETZ GLOBES 


FOR DIETZ LANTERNS 


OME folks think any lantern globe 

is good enough. They do not 
know that the superior light of a Dietz 
Lantern is largely due to the special 
shape, fit, exact dimensions and cubic air 
contents of the globe, also that a dull, 
smoky flame and cut down lighting power 
are direct results of using a “stranger” 


globe. 


So—sell your customers Dietz Globes 
ONLY for Dietz Lanterns. No other 
globe is a GENUINE REPLACE- 
MENT part. No other can give entire 
satisfaction. No other has the patented 
loc-nobs that prevent breakage. 


R. E. DIETZ COMPANY 
NEW YORK 

LARGEST MAKERS OF LANTERNS IN 

THE WORLD—FOUNDED 1840. OUT- 


PUT DISTRIBUTED THROUGH 
THE JOBBING TRADE ONLY. 
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A Lawn Mower Sharpener 


3erghman Co., 5428 Fulton Street, Chi- 
cago, Ill, announces the appointment of 


} in blue and gold. The Lawn Trimmer is 


D. M. Feder, 132 Clymer Street, Brook- | 


lyn, N. Y., as its Eastern sales 
sentative. 
The company states that it is having 


a good demand on its lawn mover sharp- 


repre- 





ener, an easily adjusted hand tool which, 
it is claimed, will produce a perfect cut- 
ting edge. The sharpener is made of 18- 
gage steel, finished in nickel cr black japan. 
The abrasive used is renewable, but is 
stated will outlast the life of the ordinary 
lawn mower. 


Reading’s Pressed Steel Lawn 
Mower and Lawn Trimmer 


Two new products have been placed 
before the trade by the Reading Hardware 
Corp., Reading, Pa. A lawn mower made 
of pressed steel which is guaranteed 
against breakage is one of these items. 





The reel shaft at each end revolves on 1 
in. lubricated Hyatt roller bearings, con- 
tained in an adjustable steel sleeve. There 
are extra large pinion gears, a metal 
braced handle and four crucible 
blades. The driving wheels are 10 in. 





in diameter, and the cutting reels 6 in. 
in diameter, and 16, 18 or 20 in. in length. 
This is a strong mower, said to be un- 
breakable and indestructible. Decorated 


made with the same high grade materials | 


as are used in the company’s regular mow- 
ers. It will cut very close to a tree or a 
wall. There are four crucible steel blades, 
a 64 in. cutting reel, metal braced handle, 


Novel “Digit” Fingerlamp 


It is now possible for a flashlight user 
to have both hands free while working 
and still direct a light wherever needed. 


| The “Digit” Fingerlamp clamps comfort- 


| ball bearing equipped, and an 8 in. wheel. | 
The company states that the trimmer will | 


cut grass within 34 in. of a wall and from 
5/16 to 3% in. high. Decorated in green 


| and gold. 


New Gallon Thermal Jugs 
Due to the success of its 
Thermal Jugs with replaceable 
Landers, Frary & Clark, Inc., New Britain, 


| Conn., have placed on the market two gal- 


| 





steel | 





lon jugs with unreplaceable linings. These 
jugs are known as No. 295 and No. 395. 





All Universal jugs have strong non- 
crushable steel shells, which tend to pro- 
tect the efficient insulation and sanitary lin- 
ings from rough handling. They have 
large mouths and rounded interiors. In- 
sulated aluminum stoppers are leakproof. 

The No. 395 Multi-Cup Thermal Jug is 
equipped with three extra nested cups and 
cover cup with folded handles. It has an 
earthenware crock lining. The case is fin- 
ished in green enamel with decorative gold 
bands. Weight 10 Ib. 


Crescent’s Tested Snips 


A new line of snips is being offered to 
the trade by the Crescent Tool Co., 200 
Harrison Street, Jamestown, N. Y. Samples 
of these snips were made up a year ago 
and placed in the hands of representative 
tinners, who have used them with success. 





The blades have been thoroughly hard- 
ened and polished. The snips cut along 
the entire edge and can be opened with 
one hand. Smooth, beveled shoulders and 
a flush bolt have been provided to make 
cutting easier and to guard against the 
metal catching on any obstruction. The 
handles have been finished in Crescent blue 
enamel. 

Each snip is packed in a display box 
having an easel in the cover. 


Universal | 
linings, 


ably and quickly on a finger or on a tool. 
It gives a clear light and will be of value 





to people in all professions. Nicely fur- 
nished in nickel, complete with a Mazda 
bulb and 4 ft. of cord. 

The automobilist, with the aid of the 


| “Digit” Converter, equipped with 6-volt 
Mazda lamp plugged into the dashboard 


| socket, has a good trouble lamp. 


“Digit” 


| can also be used in conjunction with an 
| electric cigar lighter by simply removing 


the lighter tip and inserting the “Digit” 


| plug, thereby giving a finger clamp trouble 








lamp with a cord length of about 9 ft. 

The “Digit” is manufactured by The 
Digit Mfg. Co., 272 Lafayette Street, New 
York City. 


A Distinctive Water Cooler 


Cordley & Hayes, 7 Leonard Street, New 
York City, are manufacturing a new type 
of “20th Century” water cooler. This 1rew 
model has been designed to fit into the 
most fastidious 
surroundings, and 
is also an  im- 
proved cooler in 
every respect. 











The waste bucket which hangs in the 
front, forms part of the front panel and 
has a special opening to take used paper 
cups. There is a space, out of sight, un- 
derneath the cooler for a reserve bottle 
of water. There is also a hidden shelf 
for a reserve supply of paper cups. This 
new cooler will be manufactured in three 
colors, mahogany, green and white. In 
keeping with the modern trend in decora- 
tions, mahogany and green will be in two 
tone shades and the white cooler has 
green gray trimmings. 







































So-Boss Serves the Cow 





Milker in two ways: It at 2 

prevents kicking and tail BAY s0-Boss” trade mark | 
switching—it| saves time, stamped on every genuine 
temper and MILK. So-Boss. Look for it. 





Ss 
Yr 


~ > 


Sellingkast 


(PW aeavamaornsicaulll cal 








ERE is one of the most popular items ever 
offered. Every farmer milks cows by hand 
or machine—and everyone needs one or more So- 
Boss Cow Hobbles. They know the name too, by 
continuous advertising and by the nation wide repu- 











its many superior features. Ask your jobber or 
write us. 
So-Boss sells for $0.75 with a liberal profit on each 


sale. 


Simonsen Iron Works 


Sioux Rapids, Iowa 


COW HOBBL 


HOLDER 


THIS HANDSOME 
COUNTER DISPLAY 
FREE 


yee 
Price 7$¢ 


. 








tation which this hobble enjoys. So-Boss is by far | 
the most practical and best constructed device ever | 
made for this purpose and sells readily because of | 


Hundreds of dealers are profit- 
ing by the use of this unique 
display. You can do the same. 
It is FREE with your stock 
order for a dozen or more 
hobbles. Finished in 3 colors 
and includes full-size nickel 
plated So-Boss. Order now 
for your spring trade. 








HARDWARE AGE for MAy 10, 1928 103 








Disinond 


NOZZLE 





Wrought 


Brass 


—the best 
and most 
costly nozzle 
material 





Does Not Leak 


Your customers do not get wet hands, 
clothes or feet from using a Sherman Hose 


Nozzle. So packed that it does not leak. 


The Sherman nozzle throws more water 
farther, because it has a larger water open- 
ing and saves much time in watering. The 
spray point is accurately centered, insuring 
an even spray with perfect control and a 
positive shut-off. 


None cheaper—none so good. 4 
The biggest, best nozzle bargain. 


Backed by over 30 years’ experience, widely 
advertised, fully guaranteed and a steady 
seller because of the low price, and the high 
quality. 


Sold through jobbers. Do not accept 


substitutes. 


Packed They 

1 Dozen sell 

in an as 
attractive soon 
counter as 
display displayed 





SHERMAN MFG. CO. 
Battle Creek, Mich. 
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WE bad 
Hi 


ROUGHT [RON 


aa| DbUILDERS’ 
"| HARDWARE 


The Architect, the Contractor, the 
Owner all will appreciate 
the beauty and genuineness of our 
hand-forged Wrought Iron BuiJd- 
ers’ Hardware. Three Old Colo- 
nial replicas are illustrated here. 
Others may be had. Special pieces 
made to order. Three finishes 
available; Half-Polish, Rust and 
Dead Black. 














= 


Write for Complete Catalog 
and Prices 











The TREASURE CHEST, Asheville, N. C. 














Let Robin Hood Help Your Sales 


(Continued from page 71) 


do not hold the bow in the full drawn position for any 
length of time. Attempt to maintain this full drawn 
position until the arrow reaches its mark.” 

The salesman or merchant who would build such a 
sport in his community should get the spirit of the ad- 
venture and familiarize himself with the needs of such 
organization as is necessary to make for orderliness of 
the sport. 

There is equipment for all ages and_ strengths. 
Targets, quivers, armguards and finger guards or gloves 
are essentials to safe and proper practice. A first step 
probably is to provide a place in, at or near the store 
where big and little boys and girls can with safety feel 
the spring of the bow, hear the twang of the string and 
see the rush of the arrow. This demonstration may be 
likened to getting the prospect to feel of the steering 
wheel of the automobile or listen to the radio. 





MEMBERSHIP CARD 


Reuneds Hardware Archery 
Club 





Name 





Date_ Sec’y 

















A SIGN SHOP 
THREE FEET SQUARE 


Where you can turn out 
good looking, ultra modein 
signs, price tickets, show 
cards and window streamers, 
and do it yourself without 
previous experience. And, 
vou can do it for less money 
than you have been paying 
profes- 
sional card 












When _fin- 
ished ‘put 
your sign 
shop out of 
the way 
until you 
need it 
~ again. Neat 
—no mussy 
“ studio "’ 
necessary. 
Adopt mod- 
ern meth- 
ods. Display 
your stock with price tickets, show cards and signs made up to the 
minute with the Stencilor. ‘the Stencilor is standard equipment 
with chain stores and others. Send for folder and prices. 


Attach this coupon to your firm letterhead 


DISPLAY MATERIAL CO., 

774 Grand Ave., St. Paul, Minn. 
Eastern Agents: Display Material Co., 191 Pearl St., N. Y. 
Canadian Agents: Display Card Co., Ltd., Brockville, Ont. 


Send to your nearest office—Please send me without 
” 


obligation a copy of your book “How to Make Signs! 












OOD. kes Bvy eink cs%gds Gach ieeie wick keae bucnctins habe 


City MR TERRE 













Four years ago the W. A. Kennedy Hardware Co., 
Canton, Ohio, formed its own Archery Club, arranged 
for an outdoor practice range and fostered local com- 
petition for archery marksmanship. The club got under 
way late in the fall with twenty-one members paying 
$5 annual dues. In the first few months Kennedy’s 
sales in archery equipment passed the $300 mark. In 
bad weather and during the winter an indoor practice 
range was provided. The $5 dues takes care of the 
range and printing of the membership cards. The Arch- 
ery Club idea could be developed in most towns. Tourna- 
ments cou.d be arranged and when the club had suffi- 
cient membership expert archers could be obtained for 
demonstrations and advice on the proper way to use the 
bow and arrow. There is a romance to the use of the 
bow ‘and arrow. Sportsmen everywhere (the ladies, too ) 
have been, showing interest in this sport, and from all 
parts of the country come interesting reports from 
hardware merchants who are enjoying an active market 
for archery equipment. 


Cobalt Steel Drills for Manganese Steel 


Morse Twist Drill & Machine Co., New Bedford, Mass., has. 
perfected a type of drill which can successfully bore through 
manganese steel or castings. 

This new drill is made from Cobalt Steel. In its own labora- 
tory the company has successfully drilled railroad frogs of 
extreme hardness. On one grind the testers were able to drill 
nine holes 1%4 inches deep through this railroad frog. This is 
considered to be a very fine showing for the new drill. 

Since there is little demand for this type of drill at the present 
time, the company does not carry it in stock, but will make up 
such a drill to any specification. 
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How Our Sailors Help Your 
Local Trade 


(Continued from page 61) 


the country. Not necessarily government-owned but 
American owned, either by public or private capital— 
who will fix the freight rates? 

There is no interstate commerce commission sitting on 
ocean freight or insurance rates. The laws of supply 
and demand and POLICY make the rates. 

The English coal strike illustrates this point. Eng- 
land needed coal worse than any other commodity from 
this country during that period. All available English 
boats were engaged in that trade, and other American 
commodities were neglected. Because there were Ameri- 
can ships available, the situation was made tolerable. 
Enough ships were brought out of storage or diverted 
from other trade to carry many tons of exports to Eng- 
land and countries using English coal to fairly well 
maintain our export rate. 

Two things must be remembered in this connection. 
Practically every shipping line enjoys some sort of a 
subsidy ; either in mail contracts or other form and these 
shipping lines are very likely to favor the government 
that aids and protects them. Shipping without national 
registry—and of course that means without protection— 
is not done. 

This country has no monopoly on any of the com- 
modities that we ship abroad. Egypt and India raise 
cotton and under proper encouragement could raise more. 
Brazil is a constant threat to our tobacco market. 
Argentine, Canada and Russia loom as competitors for 
our wheat market. 

Our advantages are due to location, a more depend- 
able production and our greater business relations with 
the consuming countries. We must maintain these 
advantages. 

As long as America has important shipping interests, 
the representatives of these interests are allowed to sit 
in the rate making councils. In fact the American 
Federation of Labor, in indorsing a Merchant Marine, 
said “It will serve as a strike breaker on ocean rates.” 

Preferential ocean rates are as common as this sort 
of freight rates used to be in this country. Germany 
built much of its export trade by working through the 
far flung shipping influence of that country. 

Suppose, for instance, this country and France should 
quarrel over the payment of the war debt to a point 
where France should care to punish us and the French 
boats should establish preferential rates for Argentine 
wheat and meat and Brazil tobacco. How long would 
our favorable trade with that country last under the 
handicap ¢ 

Under the Shipping Board policy, operating under the 
act of 1920, efforts are being made to sell the surplus 
boats owned by the government. The first step was to 
put them into service in order to sell them as going 
concerns. It had already been demonstrated that no 
one would buy them just as ships. 

Today twenty-seven lines established by the Board are 
functioning. Some of them to known markets and 
some to territory that looks good for development. In 
some cases remarkable development of American trade 
has followed these sailings. Of these twenty-seven 
lines, twenty-six are now operated by private capital 
under various terms of leasing contract. 

Probably the Shipping Board has made mistakes. We 
have heard many criticisms. The question we would 

(Continued on page 108) 





















OF QUALITY 


Straight and Combination Patterns 
3 SIZES 





Reg. U.S. Pat. Off. 


The Snips that appeal to and hold favor 


with the most particular mechanics. 


Highest Quality 
Beautifully Finished 
Reasonably Priced 








Attractively 
Presented in 
3 Color Display 
Containers _ 


Handles Enameled 
Royal Blue 


Combination pattern illustrated 
Length 12”—Cutting Edge 3” 


Send for Details and Prices. 


BERGMAN TOOL MFG. CO. 
Buffalo, N. Y. 














A Really ADHESIVE Tape 


SLIPKNOT 
Friction Tape 
does more 
than “stick” 
—it HOLDS 
everlastingly. 


Other fea 
tures are: 
High tensile 
strength. No 
pin holes. 
Can be ex- 
posed to any 
weather con- 
ditions with- 
out deterior- 
ating. Will 
pass highest 
Electrical 
Efficiency 
Tests. 


Guaranteed to Hold—Cannot Dry Out 


Put up in 1, 2, 4 and 8 oz. rolls in Orange and Blue 
packages. Counter Display Carton for one ounce 
and two ounce rolls. Also manufacturers of Rubber 
Heels and Composition Taps. Write for interesting 
prices. 


Plymouth Rubber Company, Ine. 
1000 Revere St., Canton, Mass. 





a=] loma tele 
TAPE 


SLIPKNOT 
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Putting Cutlery Back Into the Hardware Store 


(Continued from page 59) 


to have charge of the cutlery showcase, the buying of 
cutlery and the cutlery display; also cutlery advertising. 
The trouble in a good many retail stores is that the 
proprietor attempts to sit on too many eggs. He tries 
to do it all. As a result, a lot of things are neglected 
and his clerks are not trained. The main job of each 
proprietor of the retail hardware store is to train his 
clerks to handle the various departments of his busi- 
ness. The ideal situation would be to have an expert 
cutler in every retail hardware store. This is impossi- 
ble. The next best thing, therefore, is to have some 
clerk who knows something not only about knives and 
cutlery but also about sharpening them and keeping 
them in good condition. 


Now we reach the point of HONEST CUTLERY SERVICE 
on the part of the retail hardware merchant. By this 
I mean not only selling a customer a knife but in help- 
ing him take care of his knife after it is sold. It is easy 
in almost all lines to make sales. Selling is the easy 
part of almost any business (Chorus: NO! NO!! 
NO!!! NO!!!!) My opinion is that the important and 
necessary part of every business is keeping the customer 
sold after you have taken his order. This is where the 
grind comes. There is a certain glory in making a 
good sale, but taking care of the problems of that cus- 
tomer afterwards is not very glorious or inspiring. 


Suppose the customer buys a high-priced knife or a 
high-priced carving set (I am not writing about low- 
priced goods), then if he wishes a blade in this knife 
to be replaced, or the knife properly sharpened and put 
in order, or the set of carvers made as good as new, 
why not mail these goods back to the manufacturer and 
have this work done? In my opinion it is the duty of 
the manufacturer to do this work at the lowest possible 
cost. If retail merchants did take care of the cutlery of 
their customers ; if they would advertise this fact; and 
if they did work in cooperation with the manufacturer, 
it would go a long way toward educating the public in 
their town that the proper place to buy cutlery was in 
the retail hardware store. I know that all this is trou- 
blesome both to the retailer and to the manufacturer, 
but it is a SERVICE, I believe, we must assume if we 
wish the cutlery business to remain in the hands of the 
retail hardware dealers. 


I am afraid this article is drawing too long. Now 
we have come to the average jobber’s salesman. I will 
only hint at my idea of the ability of the jobber’s sales- 
man in selling cutlery. After all, the salesman is a 
good fellow and he wants to do the right thing—if he 
were not gassed with just two ideas: first, speed mania; 
second, the cut price idea worrying him constantly about 
competition. Now first of all, it is the manufacturer's 
duty to educate this jobber’s salesman on cutlery. He 
must be taught the A B C of the cutlery business—in 
many cases it has all been forgotten. He must carry 
samples and show them—cutlery cannot be sold without 
samples. He must again learn how to take the time to 
sell a line of cutlery. He must get out of the “hop, 
skip and jump” idea of taking a cutlery order. He 


must first learn from the manufacturer, not only about 
his goods but about his advertising campaign—about 


his show windows—about his advertising cards. He 
must pass this information on to the retail merchant. 
It will take time, but if he is to do his part in return- 
ing the cutlery to the retail hardware dealer, he must 
take the time. He must let his old bus rest for a while 
—he must stop wearing out automobile tires—he must 
stay long enough to take care of the cutlery business. 
If the regular jobber’s salesman will not do it, then 
the only hope is to have the work done by special 
salesmen who have nothing to sell but cutlery. This, 
however, is a very expensive method and there is no 
reason on earth why the jobber’s salesman should not 
do his duty in selling cutlery. 


Now, let us hurry on to the jobber. What is his duty ? 
First of all, he too must carry a complete line—he must 
have the goods when they are called for. Many jobbers 
are still gassed with the turnover idea. Some jobbers 
are still trying to do business on a shoe string. Now, 
my jobbing friends, don’t you know that no one ever 
did anything voluntarily? Not one of us ever worked 
just for the love of working. There must be some 
other urge. JI have known men to work just because 
they wished to spend. They could not spend without 
working, therefore they worked. One very successful 
and wealthy merchant once told me that he had only 
succeeded in life because of all the things he wanted— 
he worked because of his desires. This type, however, 
is rather uncommon. The average man with whom we 
come in contact does not work on account of his desires 
but by reason of his necessities. He is driven to work 
by the things he needs and that he must have.. Come 
to think of it, most of us are driven and we never do 
our best work except under the lash. (Loud chorus: 
NO! NO!!) When I refer to the last, I don’t literally 
mean a cat-’o-nine-tails. I am writing this article 
under the lash. I have agreed to write certain articles 
—they must be produced every week at a certain fixed 
time. Somehow, I must find the time to do the job. 
Often L would rather do ether things; often writing 
these articles is very inconvenient. I am driven by the 
copy reader, who, in a few minutes, will telephone for 
copy. 

In conclusion, just let me say to my friends, the 
jobbers, that unless there is somebody in authority in 
their organizations who will take hold of the cutlery 
end of their business and use the lash in driving the 
sale of cutlery, then your organization will not sell 
cutlery. The poor cutlery department manager has 
been frozen out of the game by radio, washing ma- 
chines, automobile supplies and other departments. He 
has not had the support of the heads of his business. 
He has done the best he could under the circumstances 
and he has become discouraged and has finally wound 
up as a buyer of flashy cutlery and of bargains.. He 
hasn’t the nerve or the ambition to attempt to sell his 
salesmen on the line idea. Poor fellow! The jobbers 
of the country will never get anywhere selling cutlery 
unless some of them who fix the salaries and who are 
willing to do some pretty steady regular work them- 
selves get behind the cutlery game and “gas” the or- 
ganization and its salesmen with some of this “cutlery 
gas” | am now trying to pass out. 
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Daman 


Spruce Only—Air Dried—Full Strength 


Send Us Your Order—We Pay Freight 
Can’t Sell Them If You Don’t Have Them—Get Latest List 


WwW. W. BABCOCK CO. Bath, N. Y. 



































Te aes SE NE SS: 


POULTRY NETTING 
Galvanized Before and Galvanized c4fter Weaving? 
Wg @= aw = \ 7 





MOE’s New “Big Boy” 
Poultry Feeder 


After the Baby Chick Season, larger feeders are 
needed. Our new “Big Boy” is designed for 


rowing fowl and full grown hens and will be ( — " ee ; —— 
mn damask the year etl aK, Garyanrene ED So CLotH 
; IncAl Grades 





This is only one of the many popular items in 
Moe’s Big Line of Poultry Supplies. Write for 
Catalog. 


€ Look for the tag, carrying our name, at the end te every roll! 


ge The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


OEFT & COMPANY a WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 


2305 Davis St. North Chicago, Ill. ... eee 














A COMPLETE TOOL CASE _LINI 


HERE is a complete line of Armored ee 
koe z ~] Green Cases. Carpenters, householders 
— and machinists all find the Green Line dealer 
iG _ prepared to supply them with a case adapted 
} to their requirements. 

You can cash in on this feature through increas- 
ed sales, with a minimum amount of stock. 
| Write for complete catalog and sales literature. 


GREEN-CASE, Inc. 


















No. 135-17—A compact,convenient Racine, Wisconsin No. 70-25 —A specially designed 
i Eastern Office HouseholdersCase. Hasfulllength 5 


| chest. Equipped with six well pro- Chicago Office 
Surpless Dunn & Co. 89-91 Warren Street compartment tray and saw bracket | 


portioned perfectly fitting drawers. 


Size 1014” x 8” x 17” 34 No. Clinton St. New York, N.Y ~- = for 20” saw. Size 8” x 8” x 25”. 
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LIBERTY The quality: material 
= and workmanship 
All-Metal Fly Screen that go into the mak- 
pe ut ing of LIBERTY 
LE Ail Metal Fly Screens 
—plus their adjust- 
able feature — can 
mean only one thing 
widespread cust. 
satisfaction. Retail at: 
Galv. Wire, 85c to 
$1.50; Bronze Wire, 
$1.25 to $2.00. 















Buy from 
Your Jobber 


1140 B’way 
New York 














ali oo 














It is our conviction, and this is reflect- 
ed by competent outside engineers, 
that the Allison rotary operating 
unit is the simplest, most efficient 
and trouble-free unit in any electric 
refrigeratcr on the market today. 


THE REMARKABLE NEW 


ALLISON 


DOMESTIC ELECTRIC REFRIGERATOR CORP. 
Two West 46th St., New York City 











SHARK BRAND CHISELS 
FULLY GUARANTEED 


Because of their reputation as dependable 
tools, sell with little effort, which means 
sure profits to you. Shark Brand Chisels 
are produced from the finest Swedish 
charcoal steel, are sturdy and well made 
and craftsmen and lovers of good tools 
appreciate their quality. 

Butt Beveled Edge, 
Regular Beveled Edge, 

Socket Chisels. 
We carry a full line of 


SWEDISH Made TOOLS and HARDWARE 









Manufac- 


tured by Order from your jobber today, or write 
E. A. Berg 

aoa, SCANDINAVIAN WESTERN 
—* IMPORTING CO., Ltd. 
Eskilstune, 107-109 Lafayette St., New York, N.Y. 


Minneapolis, Minn., Montreal, Can., 
Seattle, Wash. 








The Carton Sells the Handle 





“Seeing is Buying” when you display American King 
Handles in the new transparent display envelope. 

No better handles—finest quality, hand shaven selected 
hickory, air-dried, Axe, Hatchet and Hammer Handles 
all sell faster packed this way. 


Write for prices 


AMERICAN HANDLE COMPANY 
Jonesboro, Arkansas 











How Our Sailors Help Your 
Local Trade 


(Continued from page 105) 


ask is: Who would not make mistakes under the same 
circumstances? This country knows little of shipping, 
because the country has been practically out of the ocean 
shipping business for two or more generations. Ship- 
ping is not learned in a business college. It is learned 
in the university of experience. Until we have gradu- 
ates of such a school, more mistakes—many of them— 
will be made. 

To the writer, it seems that the greatest mistake of 
all is the failure to authorize the building of more ships. 
Those now owned by the Shipping Board are ten years 
old. The life of a power plant of a ship is twenty years.. 
By that time, owing to improvements and depreciation, 
this power plant must be replaced or the ship must be 
discarded becatise of competition. In some cases the 
power plant can be renewed and the hull will give an- 
other twenty years of service, but not in all cases. 

Unless there is a change of policy, five, and not over 
ten, years from now will find this country dependant 
upon ships under foreign flags to carry our goods to 
our overseas customers. The rate of our retrogression 
in shipping during the last few years is shown by these 
figures: 

In 1920 American ships carried 42.7 per cent of or 
exports; in 1921, only 36.3 per cent; in 1925, it dropped 
to 34.1 per cent and in 1926, still lower, 32.5. 

Only ten years ago we had an expensive and impres- 
sive lesson as to the value of a merchant marine as an 
adjunct to a navy. Has that lesson been forgotten? 

Will we have another war? We certainly hope not. 
We certainly do not believe this country will go out 
and hunt a war. But some one may bring a war to us. 
We may be forced into one. Considering the usefulness 
of ships during peace, it is our opinion that we might 
as well build a few and keep them on hand in case we 
are forced into war. 

Aside from the idea of war—and far be it from the 
writer to be classed as an alarmist—we believe that 
the farmers, manufacturers and hardware merchants of 
this country need some ships sailing under the Ameri- 
can flag for the protection of their trade interests. 
St. Paul said, “It is not good for man to live alone,” 
and We believe that this if more true each day as civiliza- 
tion is slowly but surely making the world into a com- 
munity. Ina few years from now many people will each 
year make a greater travel record than has Lindbergh 
sinee last July. 

Within five years, hardware salesmen will be travel- 
ing such routes and spreading goods accordingly. Then 
our factories will be enabled to use their great produc- 
tive capacity and volume manufacture is what makes the 
attractive prices in your store. 


Arcade’s Toy Fords 


The Arcade Mfg. Co., of Freeport, Ill., has placed on the mar- 
ket a new line of 1928 Toy Fords. These are made in three sizes 





and are copies of the Model A Ford automobile. Other minia- 
ture Ford items made by this company are Stake Body Truck, 
Express Truck, Coupe, and Fordor Sedan. 
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The builder who is 


proud of his houses 


uses GRIFFIN 


Butts and Hinges 


RIFFIN 


E RIE, ee 
fices_, 






New York. 45 Warren St. 
Chicago, 555 W. Randotph St. 
Besten, 76 march 


San Francisco, Market St. 











American Steel & Wire 


Company 



















When your customers de- 
mand the best in barb wire 
at the lowest cost you will 


| find that American Steel 
== €& Wire Company brands 
successfully meet their re- 
= quirements. 
Great tensile strength, 
extra heavy galvanizing, 
— regularity of twist and 
firmness of barbs, are out- 
—— standing features of the 
following brands: 
te Baker Perfect 
Waukegan 
Ellwood Glidden 
Ellwood Junior 
American Special 


American Glidden 
Lyman Four Point 








Write for catalogue and prices 














American Steel & Wire Company 


Sales Offices: Chicago, New York, Boston, Atlanta, Birmingham, Clevelané, 


Worcester, Philadelphia, Pittsburgh, Buffalo, Detroit, Cincinnati, Baltimore, 
Wilkes- Barre, St. Louis, Kansas City, Minneapolis-St. Paul, Oklahoma City, 
Memphis, Dallas, Denver, Salt Lake City. 

*San Francisco, *Los Angeles, *Portland, *Seattle. 


*United States Steel Products Company. 
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are regularly hauled from 
Manufacturers’ Plants. On 
to the jobbers to be shipped 
to the dealers—who keep it 
moving to a ready, waiting 
market. 





This ready, waiting market 
is stimulated by the Dealer } 
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239 W. 39th St. j ! 
New York City 3 i 
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Allith 


- There’s Profit Here 


| 


| for You! 


_ Every “gasoline alley’’ has many monuments 





























that testify to the story of false economy. 


A KEYLESS LOCK FOR 
CLUB AND SCHOOL | And every monument a sales opportunity 








LOCKERS sai 
ae Every No. 
04942 Lock Old doors, as well as new, can be 
may look the equipped with A-P Folding-Sliding or 
pnecnsninasehs Round-a-Corner Garage Door hard- 


are 40,000 dif- 
: ware. 
ferent combi- 
nations, so 
even though 


you sell hun- 


So here's a thought for this Spring 


—-send a salesman on an inspection 


dreds of 04942, tour. List the garage doors that 
your customer need néew hardware. Call the 
may be sure owners on the ‘phone. Profit- 
that his com- able sales, quickly, easily, eco- 


bination is dif- 
ferent than all 
others around 


nomically made, should result. 


But first of all—make sure 

you have Allith’s new Cata- 
log No. 97. If not, write 
for yours today. Be fully 


him. 





No. 04942—2 inch 





No. 04942 is good looking—popular priced— 
and especially made for locker use. 


Black and White Dial equipped to talk intelli- 

Nickel Plated Knob 1 d 

Steel Wire Shackle a ee eo 

40,000 Combinations hardware when pros- 
Stock a small supply initially, and see how pects call. 





quickly they sell when displayed. 


The Eagle Quality Line A [li " 
Night Latches Qu ™ Cabinet Locks th Prouty Company 
Trunk Locks Store Door Sets | DANVILLE ILLINOIS 
Front Door Sets Padlocks Manufacturers of 


Wood Screws | Garage Door Hardware Rolling Ladders Fire Door Hardware 
| Door Hangers Spring Hinges Overhead Carriers 


Eagle Lock Co. | 


General Sales Office 
26 Warren St. New York 


BQN Ue 6 PAT. OFF 488.1 Us &. PAT. OFF 
Branches—52i1 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, II. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 
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FORSTNER 


Labor Saving 


AUGER BIT 


Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner ia Bit, un- 

like other bits, is guided by its 
circular rim instead of its center, 
js it will bore any arc of 
circle, and can be = in any 
direction regardless of grain or knots, 
leaving a true polished — ag Takes 





TOOLS 


Tools are one of the 
biggest selling items 
in the hardware line 
and COES Wrenches 
are one of the biggest 
selling tools. 
No stock is complete 
without a complete 
stock. Seven sizes: 6” 
to 21”, in either Steel- 
Handle or Knife-Han- 
dle pattern. Keep sup- 
plied 


Your Jobber will supply 


you. S 
Coes Wrench Co. 


“In business since 1841” 











the place of a chisel, go scroll-saw, or . 
lathe tool combined. i cae boxes, fine Worcester Mass 
a, a patterns, veneers, screen work, 
A —_ twist columns, newels, 
ten’ a he and mortising. 
Send for Catalogue. Selling Agents 
J. C. MeCARTY & CD. oc cccavcespocs 253 Broadway, New York 
The PROGRESSIVE MFG. CO. joun'm. GRAMAM & 0D........ 21d Chambers Se, Now Yook 


TORRINGTON, CONN. 








FENWICK FRERES 


Also 61 Shoe Lane, London, E. C., England 


sconseapeeese 8 Rue de Rocroy, Paris, France 











Increase Sales! 
STOVER 
“Red-Spindle” 


(Trade Mark) 


DAMPERS 


“Red Spindle’ Dampers have demonstrated theic superiority in actual use. 
“Red Spindle’ is better because it is made of one piece of selected rod— 
not several pieces spot welded or stamped together. Locking device holds 
blade rigid with no wobbling—makes certain blade turns to any position 
wanted. Patented button prevents lost parts while installing. Comes in 
either nickel plated wire grip or with ee enameled wood grip. 3 to 12- 
inch sizes with round blades, 5% to 8-inch sizes with oval Slades. Increase 
your sales of dampers by carrying 
Stover “Red Spindle’’—the most 
popular kind. 


Ask Your Jobber 


STOVER 
ii/ REDHzab Mop Sticks 


(Trade Mark) 


A newer, better mop stick whose bright red head 
attracts customers and helps them to sell them- 











Double selves. Enables dealer to get his mop stick 
line out of the old rut at large profits. Handles 

. 48 inches long, ble coat varnished, oak 
Varnished finished. Non-crooking. Heads 6 inches wide. 
Metal parts coppered. Above the ordinary in 

H dl profit to dealer—in_ satisfaction to user. On 
an eS your next order specify Stover ‘‘Red Head’’ Mop 


Sticks! 


Write Us if Your Jobber Hasn’t Them 


STOVER MFG. & ENGINE CO. 


202 East Street FREEPORT, ILL. 


Also makers of Waffle Irons, Spring Hinges. Damper Clips, Stove 
Pokers and Lifters, Andirons, and other Hardware Specialties. 








Superior Hex- 
agonal Netting 
has gained its 
place of recog- 
nized leadership 
because it is al- 
ways woven 
evenly and un- 
rolls in a_ per- 
fectly straight 
‘line, and is thor- 
oughly galva- 
nized. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 


UPERIO 
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and now -- - 


A New 
RED ENAMEL 
FINISH 


ETROIT Torches 
D and Fire Pots are 

now finished in a 
beautiful and _ practical 
red enamel which assures 
immediate consumer at- 
tention and demand. This 
new finish combined with 
the features of superior- 
ity which have made 
them famous make the 
Detroit line the fastest 
selling gasoline tools you 
can handle. 


DETROIT 


TORCHES @ FIRE POTS = 


DETROIT TORCH & MFG. CO., DETROIT, MICH. 
- ‘arven St. 
Francisco 


em, Fees 

























HUNDREDS 
OF 
HARDWARE 
STORES 
Find Lawn 
Mower 
Sharpening 
Profitable 


with the 





Mower slips into 
sharpener without 
being dismantled 











“IDEAL” LAWN MOWER SHARPENER 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction sim- 
ply because of improper sharpening. These dealers, 
by installing an IDEAL LAWN MOWER SHARPENER 
and sharpening the mowers themselves, render a much 
wanted service to their customers, and make liberal 


profits themselves. 


$1.50 to $2.00 PER MOWER—15 Minutes Work 


Any boy can operate the IDEAL. 
Slip the mower into the IDEAL 
without dismantling, make a 
few simple adjustments and in 
15 minutes the mower is per- 
fectly sharpened — every blade 
with a true keen edge. The usual 


charge, $1.50 to $2.50 per 
mower, is mostly profit. 


The IDEAL SHARPENER re- 
quires little space, operates off 
a light socket, and its first cost 
is extremely low. 











LANDRETH’S 
Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your order for 
Fall planting for such seeds as Turnip, 
Rutabaga, Spinach, Winter Radish, Col- 
lards, Mustard, Beans, Kale and Mixed 


Lawn Grass. 


1928 CROP 


Before buying for delivery after 1927 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 143rd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair 
prices, we would not have 
existed so long. 


Business Established 1784 


D. Landreth. 
Seed Co. 


Bristol, Pa. 














Write for prices and full information. 


The Fate-Root-Heath Co., 701 Bell Street, Plymouth, Ohio 








| Standard of theWorld 


fr Overs Quarter @ntury 


of Su. 
























A quarter century, and more, 
premacy is the proud record of Grand 
Rapids All Steel Sash Pulleys—the prod- 


ucts of thirty years of specialization. 


An overwhelming majority of all buyers of 
pulleys use ‘Grand Rapids’’ exclusively 
because they are unmatched in strength, 
ease of operation, longevity and economy. 


. The Grand Rapids All Steel line is Com- 
pletein fhis line only can you obtain 
the large Lubricated Cone Bearing Pul- 
Teys, self-aligning and noiseless. 


Let us prove why you, too, should stand- 
ardize on the Grand Rapids Line. 


Grand Rapids Hardware Co. 
558 Eleventh St., 
Grand Rapids, Mich., U. S. A. 
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Russell Jennings — 
Auger Bits ya Cou = f 



























Patented by 





No. 101-E Mr. Russell Jennings Makers of Precision 
Electricians in 1855 HAIR CLIPPERS 
Auger Bit and 


ANIMAL CLIPPERS 
Since 1880 


Quick Boring Thread 
Single Lip and Spur 


Russell Jennings Mfg. Co. COATES CLIPPER & MFG. CO. 


Chester, Conn. Worcester, Mass. 
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HACK SAWS 
“The Tootv in the Plaid Bar” 

















he 


Sonest adc ter built 


Master Lock Co. 


Milwaukee Wisc 





AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS ~- GLASS CUTTERS 
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The Hardware Store 
Is the Hunter’s Arsenal 


Will He Find YOUR 
Products There? 


Guns, ammunition, hunting knives, hunters’ 
clothing and all the incidentals that appeal to 
the hunter are sold by hardware dealers 


throughout the country. These dealers keep 
in touch with the manufacturers by reading 
the advertising addressed to them in their 
business paper—HARDWARE AGE. 


Tell the hardware dealer about your product 
in the same manner and put yourself on an 
equal footing with your competitors. 
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Light Electric 
Elevator 


This new <ddition to the 
Kimball Elevator li e is the 
latest development in Light 
Electric Elevators. For every 
type of installation where a 
passenger or freight elevator 
is needed. 

Write for prices---You will 
be! interested in the many of 
its exclusive features. 


KIMBALL 
BROS. 
CO. 


1117-41 S. Ninth Street 
Council Bluffs, lowa 











LOLEL UT PREOREES 

















~( CHICAGO) 
DOOR SPRINGS 











for 
The ¢ The 
Reliance Single Acting Doors Chicago 
hung with 
springless hinges 
The “Chicago” and 


‘*Reliance’’ Door 
Springs have all parts 
fastened together, so 
they are never mis- 
placed. They require 
no special tool to apply 
the tension or special 
part to hold it. The 
Reliance is exceptional- 
ly heavy and more 
powerful than other 
types of greaters. 99 
length. 














Send for Catalogue H42 
Spring Hinges for every requirement 


Chicago Spring Hinge Company, 














never 


Features 


That Sell! 


WALL DREADNAUGHT 
Blow Torches are self-clean- 
ing, a vital feature, 
only one of many! y 
are safe, long-lasting, 
economical and built for 
severest service. They 
will bring you greater 


clogs 


profits, repeat sales and 
eliminate complaints. 


P. Wall Mfg. Supply 
Co. 7 


Pittsburgh, Pa. 
(Since 1864) 


WALL 


DREADNAUGHT 
BLOW TORCHES 














Elevator Builders fer 45 Years CHICAGO pats NEW YORK 
Seema Be ee 
“public cannot resist buying” 





Mr. Wilson’s letter ex- 
presses more emphatic- 
ally than we would 
dare claim, the busi- 
ness-building value of 
Heller fixtures and the 
satisfaction which in« 
variably goes _ with 
Heller service. Read it! 


“e@ @ * © sales have in- 
creased over the same 
period last year. With 
open display fixtures we 
are able to display at 
least 85% of our stock. 
Slow moving items are now more rapid 
sellers and this of course will increase 
our rate of turnover. There has also 
been a very noticeable increase in the 
number of lady customers. Merchan- 
dise is displayed in such an inviting way 
that the public cannot resist buying. We 
are very well pleased with our Heller 
Equipment and will recommend your 
fixtures at all times. * * * *” ‘ 

J. L. Craig Wilson 


HELLER 
Business Building Store Fixtures 
W. C. HELLER & CO. 


Ohio 


One of the. “Turn-about” Door Display 
Wall Cabinets in the great Wilson hard- 
ware store at Buffalo. 


We can add nothing 
to these statements 
except to say that 
you, too, will feel 
the same way about 
it when you install 
new Heller fixtures. 


Check the items you are interested in, 
tear out this ad and mail it today. 


O New Display 0 Pennsylvania 
Tables Metal Saw Rack 
Nail Counters 


Q 
[] Price Tickets for 
Display Tables 


5-10-28 58-A 
Write name and address 


eee 


700 Bryant St., Montpelier, 
20 Vesey St., Suite 500, 


0 Display Door 
New York City 


Wall Cabinets 


in the margin below. 


ey 
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WIRE PRODUCTS 


for every need 


Cambria Fence 
Steel Fence Posts 
Wire—Barbed, Barbless and 
Twisted; Processed, Bright 
and Galvanized 
Nails—Cement-coated, Bright 
Blued and Galvanized 
Wire Rods Staples 


BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 


BETHLEHEM 













THE 
IMPROVED 





@ 
REG. U. 8. PAT. OFF. 


Closes the Door for Customers 
Opens the Door to Profit 
for Dealers 


Size for size, not a Door Closer 
on the market has the POWER 


of this one—nor the CON- 
STRUCTION; it’s made right 
and works right ALL the time. 
Fits and operates ALL doors 
satisfactorily. We guarantee 
100% service and live up to our 
guarantee. Our prices = are 
worth ‘‘checking up’’ on. 


Look up this Door Closer—it’s 
as good as it looks. 

Request catalog No. 40; our 
line will interest you. 


United Hardware & Tool Corp. 


72 Reade St., New York City 





The SNELL CONSTRUCTION BIT 


Stiffer, Stronger, Tougher! 





The Screw, the Spur, the Throat, 
the Cutting Edge and the Clear- 
ance are the important points by 
which a bit is judged. All Snell 
bits are judged by these points. 


Write for catalog today. 











BIT 


Snell Manufacturing Company, Fiskdale, Mass. 
Sales Representatives : 


John H. Graham & Co., 113 Chambers St., New York City 





of 


The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 




















Robertson “Horseshoe Magnet’ Hammer 


———- 


The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 





THE HAMMER 
HOLDS 
THE TACK 











Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON, 94 Portland St., Boston, Mass. 
Sole Manufacturer 








The reputation of 
Brown £4 SHARPE 


TOSLS 


for Accuracy and Reliability 
bats meat soe! 
aready market wherever 
metal is used 





TAINTOR.- POSITIVE SAW SET 
All Steel 
Fully Guaranteed. 


Send for Free Book. 
113 Chambers St., N. Y. City 








TAINTOR MFG. CO., 


Plain or enameled 


STRATTON ™*.'.s28 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 











Our new modern equipped pant w 
Prompt Re oe 


os 


Executive Offices: 





Quality Wood Turni 
Specialists in all kinds of white birch turnings. 
in all colors with enamel paints, stains and lacquers. 
ill assure you of: 


Turnings—Lowest Price Obtainable. 
Send us seal and sketches for quotations. 


NATIONAL WOOD PROCESS 
NEW BEDFORD, MASS. 


We are also expert finishers 


th 
is 


Mill: Farmington, Me. 
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It saves time and trouble for you and your cus- 
tomer to sell Hercules Steam-distilled Wood Tur- 
pentine in handy cans—5-gallon, 1-gallon and 1- 
quart sizes. 


HERCULES POWDER.COMPANY 
(INCORPORATED) 


956 Market Street 


Wilmington Delaware 





HSLD TITE 


CROWN CAPS 
Make 
“Better Bottling” 


Apex Stamping Company 


Devt ZW Riverdale. Ill. 


Ask Your Jobber or Write Us for Prices 











a 


Wedge for 
holding split 
branch open 
while 
inserting 
scion, 








ae splitting branch 


Sells readily and returns a good profit 


Display this high-grade Grafting Knife along with your line of 
Pruning Shears. 


Factory John H. Graham & Company, Inc., 
Representatives: 113 Chambers St., New York City 


r - 
He m Yoo s> eo. 161 Porter St., New Haven, Conn. 


VAUGHAN’S KITCHEN TOOLS IN COLOR 


Thousands of Dealers are mak- 
ing big money today by push- 
ing Vaughan’s Kitchen Tools— 
and now we offer an additional 
stimulus to this profitable line. 
Kitchen tools in color—the 
newest popular shades, red. 
green and Vaughan’s Blue and 
White Crackle finish. Send 
for Catalog No. 21. It will 
make big money for you. 


MALAUG ING 
» Can Opener 


Vaughan’s 100B Can Openers 
are sold all over the world. 
Over thirty million now in 
use. Its High Carbon tool 
steel blade is spring tempered 
and flexible. Also available in 
red and green enamelled handles. 
Packed in attractive four-color 
counter display carton. Order 
through your jobber or direct. 


VAUGHAN 


NOVELTY MFG. CO. 
3211-25 Carroll Ave., Chicago, 























Sell 
on Sight 


Attractively 
Colored 
Metal 10c Boxes 
Sharp Pointed 14” 
Nickeled Steel 
umbtacks - 
in Counter Carton“J” 
36—10c. Boxes $2.25 
Send for illustrated folder 
and Price List of every 
kind of Thumbtack. 


Thumbtacks in Metal Boxes 











Samples of White 
Enamel Cup 
Hooks on 10¢ 

cards sent on 
request. 


Moore Push-Pin Co. ravine “Pe 




















Arch Punches 
Revolving Punches 


Belt Punches 
Spring Punches 
A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools. 
The above tools will please your customers, ae well as eur 
famous Round and Oval Punches. 
member we have had one hundred years of successful mans- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 
We stand back of every tool we make. Try us. 


Write for Catalog. 


Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED. 1826 
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= Insure perfect shelf service for any 
line of merchandise. Deep tread steps, 
progety spaced, with convenient full 

= cosy length handholds on both sides of 

ee ladder permit mounting or descending 


with ease. Both hands free to remove 
or replace stock without danger of fall- 
ing. Cushioned Tired Trolley and Truck Wheels elim- 
inate noise and prevent vibration. Erection as simple 
as A,B,C. Utilize small space. Make top shelves 
safely available for stock pogpers. One style— 
neat of design—nicely finished—any height ceil- // 







ing. Thousands in use. Circular on request. 


me FEMVYERS & BRO.co. 
ASHLAND, OHIO. 





PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 











Be 

Parlor Furnace 
Dominating national advertising 
—patented ‘‘Oldtime Fireside 
Cheer’’ and heat radiating fins 
—our dealer sales and adver- 
tising aids—make it the fastest 
selling above-the-floor furnace ——| 
on the market. 





Write for interesting proposition. 


Allen Manufacturing Co. 
Nashville, Tenn. 


Wht ] 
Prompt shipments from stocks in 16 -— Ni 4 
centrally located distributing points. = Sots 

w 











ee 
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Classified Opport 


unities 











a 




















Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 



















Samples of merchandise, literature, catalogs, etc., 


Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
Opportunity Exchange Section 8 Wat cccsecrcscecsveces oeesees $5.00 50% off rates quoted 
Each additional inch............. 4.00 Address your advertisements and replies to 
Set Solid, Minimum of 5 lines... .$3.00 Hardware Age, Classified Oppor- 
Each additional line.......... - i iecounts f Classified Ad 28 tunities, 239 West 39th St., New 
All_ Capitals, Minimum of 5 lines.. 4.00 ext — angen York City 
Each additional line............ 80 4 insertions, 10% off; 8 insertions, 15% 
Anevegs 06 wards te & Bac off Harpware AcE is published each Thursday. 
Allow One Line for Keyed Address Remittance Must Accompany Order re cee ie FF tt aaa 


ring more th din. f din 
be addres to box eunibere. eee ere as Renee ER at 























BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








& an 
Hardware Business for Sale 


es An opportunity such as knocks at the door only once in a life- 
me. 


Location just near enough to New York to make perfect trade 
conditions. 


In excellent fast growing town drawing from 25,000 population. 

Splendid class trade. 

Store thoroughly modern. 

Established nearly half a century. 

Business, all retail, upward of $150,000 annually. 

Inventory between $40,000 to $50,000. 

This is one of the most thoroughly rooted, best established 
business in the country, and a very big money maker. 

Very good reasons for offering for sale. 


Principals able to finance this unusual opportunity—and only 
such—may apply to Harpware Ac, Box H-934, New York City. 


2] 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMBS THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 


113 W. 42nd Street Bryant 7374-5-6 














oe ost 





T. H. WICK WIRE, JR. 
511 Fifth Ave., New York City 


Factory Representation 
Correspondence solicited from manufacturers who want real sales. 











Yale Type Electric Burglar Alarm Cylinder Lock 


A new device of a great commercial value for mortice and ordi- 
nary Cylinder Door Locks. This device gives an alarm the mo- 
ment the Key or any other instrument is inserted in the lock. 

For sale outright or on Royalty Patent No. 1659502. 


Joseph Bleaker, 1821 University Ave. (Agent), New York City. 











he 





FOR SALE—GOOD GROWING HARDWARE AND FURNITURE 
BUSINESS in fast growing New Mexico town, owner retiring. Address 
Box H-938, care of fosvwane Ace, New York City. 





EXCEPTIONAL OPPORTUNITY TO ACQUIRE FLOURISHING 
hardware business established over 50 years and owning largest hardware 
store in Pennsylvania city of 65,000. Selling account of death of principal 
owner. Address Box H-930, care of Harpware Acz, New York City. 


SITUATION WANTED—BY THOROUGHLY COMPETENT 
PLUMBING AND HEATING MAN with good knowledge of retail hard- 
ware. 10 years’ traveling experience. Wishes to locate with Hardware 
firm operating shop, with intent of investing later. 32 years old, single, 
a references. Address Box H-956, care of HArpware Ace, New York 

ity. 





YOUNG MAN 24, SINGLE, OVER THREE YEARS IN GENERAL 
HARDWARE. For past 18 months as front man and window trimmer. 
Knowledge of paints. General utility man, not bookkeeper. Presently 
taking course in sign writing. LVesire permanent place. References 
furnished. Address Box H-953, care of HArpwarE Ace, New York City. 





A MATURE EXECUTIVE, WITH A SUBSTANTIAL RECORD and 
twenty years’ experience back of him, would consider making a connection 
with a growing Hardware Jobber Know the Sales, Buying and Finance 
Departments thoroughly. Address Box H-954, care of Harpware AGE, 
New York City. 





POSITION WANTED—AT PRESENT EMPLOYED, but desire new 
connection on or about July Ist, 1928, as Manager of credits or accounts 
receivable. Have had five years’ experience in this line. Prefer Southern 
Hardware connection. Age 27, married. Excellent references. Address 
Box H-961, care of Harpware Ace, New York City. 





BUILDERS’ HARDWARE MAN WANTS TO JOIN hardware store 
where he can develop builders’ hardware business. Can estimate any type 
of building—apartment house, office, hotel. Possesses sales and executive 
ability and can determine true credit status of a builder. Address Box 
H-940, care of Harpware AGE, New York City. 





FOR SALE—GENERAL STOCK OF HARDWARE together with a 
two story brick building to close an estate or will sell stock or building 
separately. WM. GeMEINER & SON, 1012 Broadway, Lorain, Ohio. 


FOR SALE—AN OLD ESTABLISHED HARDWARE business in 


Passaic, N. J. Selling out on account of having other interests. Address 
Box H-966, care of HarpwareE AGE, New York. 


HELP WANTED 








HARDWARE MAN WITH TWELVE YEARS’ EXPERIENCE both 
retail and road work with one of the leading jobbers, wants permanent 
connection with retail hardware store, Southern states preferred. Married, 
age 33. Address Box H-936, care of Harpware Ace, New York City. 





GENBRAL SALESMANAGER: An experienced general salesmanager . 
solicits correspondence for a connection preferably with stove or hardware 
specialty manufacturers. Address Box 7278-A, care of HARDWARE AGE, 

tis Bldg., Chicago. 





WANTED—SALES MANAGER BY MANUFACTURER making com- 
plete line of (Lawn Mowers. Good Salary and permanent position for right 
man. Address XY-Harpware AcE, New York City. 





WANTED—HARDWARE CATALOGUE COMPILER _ with General 
Hardware knowledge, state age and salary expected. Give reference. 
Address Box H-962, care of Harpware Ace, New York City. 





SALES ACCOUNTS WANTED 


WANTED—HOUSE FURNISHING OR HARDWARE LINES for 
Chicago and Central West territory. Well acquainted with wholesale hard- 
ware and department store buyers. Have been selling them for past ten 
years. Address Box 7282-A, care of Harpware AGE, Otis Bldg., Chicago. 
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Classified Opportunities 








SALES ACCOUNTS WANTED 


_SALES ACCOUNTS WANTED—Manufacturer’s representative with 
New York office and established trade, many years experience, thoroughly 
familiar with wholesale hardware, housefurnishing, export and syndicate 
store trade, solicit correspondence from progressive and reliable manufac- 
turer of the above or kindred lines for the Metropolitan District. Address 
Box H-931, care of Harpware Ace, New York City. 


SALES REPRESENTATIVES WANTED 











SALES REPRESENTATIVES WANTED 


SALESMEN THOROUGHLY EXPERIENCED with following among 
retail hardware trade in New York State, Pennsylvania, Connecticut and 
New Jersey to sell complete line of builders’ hardware and tools for pro- 
gressive New York jobber. Reasonable prices and prompt service. Must 
have car. State full particulars. Address Box H-947, care of HARDWARE 
Ace, New York City. 








SALESMAN WANTED—MUST HAVE BUILDERS’ 
EXPERIENCE and be capable of reading blueprints. 
tects, contractors and general hardware dealers in Illinois. 
salesman in Kansas and Missouri territory. References required. 
Sox H-952, care of Harpware Ace, New York City. 


HARDWARE 
Calling on archi- 
Could also use 
Address 





Manufacturer operating three factories 


desires additional salesmen with established following among jobbers 
and retailers to sell vises, saws, household tools and utensils and an 
extensive line of electrical floor and bridge lamps, table lamps, etc. 
Commissien basis. Open territories will be definitely awarded. Sales- 
men having automobile preferred. Address Box H-S6S8, care of 
HARDWARE AGB, New York. 











Manufacturers’ Agents wanted to carry complete line of Porcelain Bath 
Room fixtures on a strictly mmission basis. Must have knowledge of 
the trade. State territory and references. SWAN-HAVERSTICK, INC., 
Trenton, :§ 





SALESMAN TO REPRESENT LARGE WHOLESALE hardware job- 
bing organization in the New York District. Experience in selling hard- 
ware retailers essential. State age, experience, religion and all details. 
Address Rox H-946, care of Harpware Ace, New York City. 








SALESMAN—EXCEPTIONAL POSSIBILITIES IN SELLING large 
chemical, household and automobile lines; side line or exclusive; drawing 
account and commission. Renu Mfg. Co., Woodside, N. Y 





SALESMEN IN CITY OR OUT OF TOWN to call on Retail Hard- 
ware Stores. - Good opportunity for live wire. Drawing account. Address 
Box H-963, care of Harpware Ace, New York. 

SALESMEN—SIDE LINE CALLING ON Retail Hardware Stores. 
Good line in city or out of town. Drawing account. Address Box H-964, 
care of Harpware Ace, New York City. 








SALESMEN WANTED on commission, for complete line ranges and 
circulating heaters. Price and quality right. Act now. Address Box 
H-932, care of Harpware Acz, New York City. 





SALESMEN—TO SELL CLASS LINE patented Dry Cleaning Mops 
and Dusters to retail trade, buildings, institutions, etc. Can be handled as 
side line. Splendid Eastern Territory open. Commission basis only. 
Answer stating age, experience, etc. Address Box H-965, care of Harp- 
wAakE AGE, New York. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of HArpware Acr, New York City. 





to handle. 


SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonably sure to find a 
reliable salesman to represent you. 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 








Welding Compound is best by every 


test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 

. Made only by 


ANTI-Borax Compounp Co. 
Fort Wayne, Ind. 

















Looking for a Hardware Store? 


The to find one is in the “Classified 
this paper. 


Opportunities Section” of 


By watching the FOR SALE ads 
reasonably sure to secure a good usi- 
ness at a fair price, or better still, let the trade 
know the kind of a store you are looking for. 


' be 
b 








ARMSTRONG 


Sell 
BROS. 


PIPE CUTTERS 
of Quality! 


Good mechanics prefer them for maximum 
satisfaction. Write for new Catalog. 


ARMSTRONG BROS. TOOL CO. 
314 N. Francisco Ave., Chicago, U.S.A. 





















———E 


GOODELL-PRATT COMPANY 


Ws ‘ WATILLS 


GREENFIELD, MASS.U.S.A. 


GOODELL ~ PRATT 


ISOG @a20D TOOLS. 
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rY Will Drill the 


; 





Hardest Concrete 


Star drills are not all “star” perform- 
ers. There’s a big difference in the 
cutting quality. Green Line Star Drills 
are made of a Special Alloy DROP 
FORGED Steel known as 


KILBORN STEEL 


—the toughest and most durable steel 
known. They will drill the hardest 
concrete or granite. All Green Line 
Tools are made of this steel. 





HMILBORN & BISHOP 


We also make Stone, Tile and 
TWISTAR Drills. 
THE CREEN LINE 


includes Punches, Box Hooks, Drills, 
Cold Chisels, Screw Drivers and many 
other tools. 

Send for Complete Catalog. 


THE 
KILBORN & BISHOP CO. 


New Haven Conn. 


Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8S. Pat. Office 











DOMES of 
SILENCE 


EASY TO SELL 


Our FREE Display Cabinet makes Domes of 
Silence easy to sell and anyone can put them 
on furniture. They slide smoothly and si- 
lently, save floors and rugs, and give everlast- 
ing service. 


If your Jobber cannot supply you—write us direct. 


We also wai all grades of Sliding Casters, Pin 
Slides, Felt Slides, ete. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 




















OW 


more than 
ever before 


it is essential that you study 
your market reports care- 
fully and consistently. 
Every important price 
change in the trade is re- 
corded in these columns 
weekly. 


The MARKET REPORTS 
as found in HARDWARE 
AGE are the most authen- 
tic published. 


Use them as a_ buying 
guide. 


Ney 


Hardware Age 


239 W. 39th Street, New York City 

















Shee 


HarpwareE AGE for May Io, 1928 


\ 
your chain profits 























omeabeie 





‘tomers Armstrong Type Pipe 











HARDWARE AGE for May 10, 1928 








‘pe No <@ 
ME APAL ,™~s 
7 MUNG) | 
y «g hh . > 


With the Speed Beals 
of a bolt of Lightning ey \ 





PIPE CUTTING has been Revolutionized 


A simple, inexpensive invention is 
the cause. Two CUTTEROLLS 


quickly inserted into your Cus- 


Engineers, Mechanics, Plumbers 
and Fitters, Metal Workers and a 
host of other customers are all live 


prospects for CUTTEROLLS. 


Cutter will improve their pipe cut They cost but a few cents more 
: P PIP than common rollers. Inserted in 


ting to such a degree that the re- GENUINE Pipe Cutters in three minutes’ 
sults will be startling. Perfect ,~pnMsTRONG time. Three sizes. Packed in 
cutting is at last insured. CUTTEROLLS attractively designed _ box. 
CUTTEROLL advertising is now being read by well over a half a million prospects 


THE ARMSTRONG MANUFACTURING COMPANY 


Creators and Developers of the Adjustable Pipe Tools and Vises 


Main Office and Plant: BRIDGEPORT, CONN. 
Only Branch: 181 LAFAYETTE ST., New York City 





If your customer does not own a Genuine Armstrong Pipe Cutter or if his present cutter is out- 
wearing its usefulness, sell him a NEW Armstrong Pipe Cutter equipped with CUTTEROLLS. 
Order through your Supply House. Write us for complete facts and prices. 





















